—— AD 
LIBR ZAR 


Managemen t 


METHODS 


Y¥GOLIO 


6S6l 


PRACTICAL SOLUTIONS TO ADMINISTRATIVE PROBLEMS 


what te 
in 


; “How to improve 


_— A q 





DESIGN 


IDEAS 
YOUR OFFICE 





William Lane of General Binding— SEE COMPLETE 
: PAGE 3 
How to make a business grow 





GREAT 


exceptional value through extraordinary craftsmanship 


Even if others 
long history of 
from pound -k 
tenance in all 


shops : 1Or ¢ 


SHOWROOMS 


New Y 


FACTORIES. Planheld 


al 
4 a 
Lcos. 


would lack the 


S and superb upholsteries, they 

hal Gistinguishes mcomp i NOVal Scaung 
Onger service, greater Comlort and lower maline- 
‘ . le 
bil ics DL VUISs US} iis > a\ > OCIS 

u 

e N ance N A : v ce 

Warren, Pa estown, NY Galta Ss $s Falls, Onta 


ite: ROYAT 


OFFICE 


MEANU FAC 
New \ 


METAI 


One Park Avenue, 








FURNITURE 


rURING COMPANY 


rk 16, Dept. $-J 


. ao eer 





=i 
ae 











at 


os 


re on ae oe» 


Burroughs Electronic 
Accounting machines 


Photograph taken at Miracle Mile Shopping Center, Pontiac, Michigan. 














speed ledger postings 66°3% for J.C.PENNEY 


“Always First Quality” is the standard 
of excellence that the J. C. Penney 
Company applies to its broad lines of 
merchandise and to the equipment 
that controls its internal operations. 


Case in point: the five Burroughs 
Electronic Accounting Machines that 
this billion-dollar-a-year firm uses for 
posting the income and expense ledger 
cards for each of the 420 stores in its 
Eastern Region and for daily posting 
of accounts payable ledgers for J. C. 
Penney’s 10,000 vendors. 
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Penney’s says “The great speed and 
automation of these very advanced 
machines enable our operators to post 
over 1,000 entries a day as compared 
with 600 on conventional equipment 
—a gain of over 6674 %.” 


Speed? Automation? Among many 
other functions, the Burroughs Elec- 
tronic Accounting Machines position 
forms automatically to the correct 
posting line, electronically verify 
proper account selection and electron- 
ically read and print out the balance. 


What about your accounting or data 
processing problem? Is it a big, un- 
commonly complicated one? Or a 
small, relatively simple one? There’s 
an advanced Burroughs answer—from 
electromechanical and electronic ac- 
counting machines all the way to giant- 
Capacity electronic computer systems. 


Call our nearby branch office and talk 
with a Burroughs Systems Counselor 
right away. Or write to Burroughs 
Corporation, Burroughs Division, 
Detroit 32, Michigan. 

Burroughs—TM 


* Burroughs Corporation 


Burroughs 


i. “NEW DIMENSIONS /| in electronics and data processing systems” 
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Never before could you do so much 


with an office te/ephone! 
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the PA director iers you 


@ REACH FREQUENTLY CALLED PEOPLE in your 


office or plant by pushing a button ... or by dialing. 


@ SET UP CONFERENCE CALLS with as many as six 
people simultaneously. Several conference groups 
can be arranged. 


@ ADD ANOTHER PERSON in your office or plant to 
an outside call, then stay on the line for a 3-way dis- 
cussion or turn the call over to the other person. 


@ PICK UP CALLS on as many as 29 outside, extension 
or intercom lines... and hold calls on a number of 
lines if you need to. 

Here, clearly, is a dramatic, new concept in 


business communications. Compact, efficient and 


BELL TELEPHONE SYSTEM 





The 30O-button Call Director helps secretaries handle 
far more calls, helps streamline office operation. 


versatile, the Call Director telephone comes in two 
models: an executive model with up to 18 push but- 
tons; and a secretarial model with answering and call- 
holding facilities for as many as 29 lines. Both are 
smartly designed in decorative shades of green, gray 
or beige with contrasting face plates. 


The Call Director telephone is but one of many 
new Bell System developments offering substantial 
benefits for your business. A communications expert 
is ready to discuss them with you. Just call your Bell 


Telephone business office. No obligation, of course. 
| g : 
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Volume 17 Number 1 
Workshop for management—ideas you can use right now 27 
This collection of ideas on how to cut costs, save time, and build sales and 
profits comes directly from practical experiences of firms across the nation. 
Lane of General Binding—How to make a business grow! 36 
Here’s how a pattern of unfailing management action makes a small company 
big. Any firm that wants to grow rapidly can adapt the actions in this story. 
What the union can’t do to you Spies | 43 
In view of the new labor legislation, you should know how the law protects 
you against union misconduct. These cases give you the facts. 
How to design profits into your products with value analysis 46 
Value analysis, originally an engineering concept, brings big profits when 
used to improve product design. These cases show how the concept works. 
How to improve your selection of advertising Media..................cscesseeseeeeseeeseeetseestecesenseeees a 
Good ads in the wrong media produce poor results. This article tells why so 
many ads are in the wrong places and what to do about it in your firm. 
How to plan a home for a computer aA 54 
Many firms make costly mistakes when they plan space for computer systems. 
You can avoid these mistakes by following the simple guides in this article. 
How letters can multiply your sales wallop Date 57 
Letters solve sales problems for sales managers who use them wisely. These 
examples show how to increase sales and lower sales costs with letters. 
Twenty-one design ideas for your office 66 
Many imaginative ideas used in the various offices of the new Corning Glass 
Building can be used to solve design problems in any office, new or old. 
Departments and short features 
Letters to the editor 6 Thought starters 63 
Yours for the asking 2] Business electronics 75 
Tax quiz 23 Index to advertisers 101 
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Here are three manufacturing plants recently constructed in Georgia 
for national concerns. As you see, their costs are far below those 
prevailing elsewhere for comparable structures. This is just one of 
many reasons why so many progressive firms are locating in Georgia, 
heartland of the expanding southeastern market. 
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D. 
WRITE FOR YOUR FREE COPY a erate 


Our new building cost data book contains photographs 
and complete specifications of many recently constructed 
plants, together with cost information. You'll find it highly 
interesting. 


E. A. YATES, Jr., Manager 


Industrial Development Division 


GEORGIA POWER COMPANY | 
Box 1719Y Atlanta 1, Ga. Phone: JAckson 2-6121 
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NATIONAL DISTILLERS 
FINDS THE PULSE OF 
ITS MARKET FASTER 
WITH DAVIDSON 
DUAL-A-MATICS 


sonst 


<tigaeer 


National Distillers and Chemical Corporation has 47 plants, 
warehouses, offices — and ordering and shipping points in 
33 cities. Most of these offices are tied together by a 7,000- 
mile teletype network, and a centralized data-processing 
center which handles paper communications. 


Helping to handle National Distillers’ paper work problems 
are three Davidson presses — a Model 242 Dual-A-Matic, a 
Model 239 Dav-A-Matic, and a Model 233 Dual-A-Matic. 
Superb printing quality and quick master-changing features 
make these machines ideal where short runs of hundreds of 
different jobs are required every day. They’re perfect, also, 
as adjuncts of data-processing equipment. . . and in systems 
work. And, of course, they’re capable of high quality long 
runs, too! 

One of the many reports required by National Distillers is a 
monthly tabulation of liquor sales by brand. Sixty copies of 
the massive. 500-page report are turned out by the Dual-A- 
Matic in 24% days instead of the former 13 required. 


This report is only one of the many projects handled by 
Davidson Equipment. Learn more about how Davidson 


(Circle number 172 for more information) 
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machines speed your work, and bring you all-around savings. 
We'd be glad to send you the complete story of the Davidsons 
at National Distillers and the name of your local 
distributor. 


a — — a ewe me wee eee ee ee wee ewe ee wwe oe 


DAVIDSON CORPORATION 
Subsidiary of Mergenthaler Linotype Company 
29 Ryerson Street, Brooklyn 5, N. Y. 


() Send meacopy of the National Distillers 
Case History. 


() Please send me your free booklets about 
Davidson small offset equipment . . . and the 
name of my local distributor. 


Name 





Company_ 





Address 








City nee, eee 
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COTTON’ fits into plan 
of major engineering company 








“Fairfax toweling used by The 
Stearns-Roger M fg. Co., Denver, 
Colo. is supplied by Hamilton 
Towel Supply Co., Denver. 


@ Stearns-Roger is a world-wide engineering, designing and construction 
company located in Denver, Colorado. With 800 office workers in three 
modern buildings they’re very much interested in “planned efficiency.” 
Cotton toweling certainly fits into those plans, as this statement by Stearns- 
Roger shows: “We installed cotton toweling 100%. The result is lower main- 
tenance costs, cleaner washrooms and faster washroom traffic.” 


Forward-looking companies in many fields count on cotton toweling for a 
variety of other benefits, too—eliminating fire hazards, in improving em- 
ployee relations, and in increased housekeeping efficiency. 

Why not see what cotton can do for you, in your plant or building? For 
full information on cotton towel service, write Fairfax, Dept. R-10, 111 
West 40th Street, New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairtax- Towels @&: 


xX TILe 





WELLINGTON SEARS COMPANY, 111 WEST 40TH ST., NEW YORK 18, N.Y. 
(Circle number 156 for more information) 
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Letters 


How to make hotel reservations 


Str: In the “Workshop for Manage- 
ment” section of your August issue, 
you suggested hotel reservations be 
made via Western Union. Without be- 
littling the service rendered by West- 
erm Union, we believe it would have 
been better to advise contacting a 
good travel agency for those reserva- 
tions. 

Travel agencies in nearly all cities 
can provide, without cost, a complete 
travel service for businesses. 

Services usually include reserva- 
tions by telephone, with tickets de- 
livered at no extra cost to office or 
home. Hotel reservations are usually 
made without cost, unless a telegram 
must be sent, in which case the com- 
pany pays the cost of the cable. 
Equipped with a consolidated sched- 
ule of all airlines, the agency is able 
to provide fast, accurate information 
on the flights of all airlines to any 
destination. 

The fund of knowledge possessed 
by a capable travel agent will save 
your employee's time and your com- 
panys money, while providing better 
service for the traveler. 

R. A. BROCKHOUSE 

PRESIDENT 

INTERCONTINENT TRAVEL SERVICE, INC. 
MIAMI, FLA. 


1 
Proven or proved? 


Str: I have often wished I could call 
the attention of national advertisers 
to their repeated misuse of the word 
“proven, the archaic and dialectal 
form of the word “proved.” Now I 
find MANAGEMENT METHODs saying 
that “proven” is one of the 12 most 
persuasive selling words as discovered 
by expert research [see “How to use 
seven secrets of persuasion,” April 
59]. 

Since you may have contact with 
many of the concerns responsible for 
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“It’s the 


little things 
that count... 


like putting a 
circus in the 
ballroom!’’ 


— says Arthur Taylor, 
Assistant Director of Sales 
Sheraton Corporation of America 





EAST 


NEW YORK 
Park-Sheraton 
Sheraton-East 
(the Ambassador) 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 


WASHINGTON 
Sheraton-Carlton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 
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“T remember the day the circus came to town — 
right to the Penn-Sheraton Hotel in Pittsburgh. 
Big productions like this are constantly being 
staged in Sheraton convention rooms. I’d say the 
answer to their success is the meticulous attention 
Sheraton gives to the hundreds of little details in- 
volved in large-scale projects. 


“The important thing is that you can leave your 
sales meeting or convention in Sheraton’s capable 
hands from start to finish and know that every 
phase of the job will be done right.” 





When you turn over your convention or sales 
meeting to Sheraton, you can count on a smooth- 
running, trouble-free operation. Experts will 
arrange for everything from meeting rooms and 
banquet halls to menus and entertainment. 


Get A Free Planning Guide and Check List of 149 items 
to help your next banquet, or convention run 
smoothly. Write to: Sheraton Hotels, National 
Convention Office, Sheraton-Park Hotel, Wash- 
ington, D. C. Ask how Sheraton can help solve 
your specific problems. 


S) SHERATON HOTELS 


Coast to coast In the U.S.A., in Hawaii and in Canada 


BALTIMORE 
Sheraton-Belvedere 
PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton-Biltmore 
SPRINGFIELD, Mass. 
Sheraton-Kimball 
ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 
BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 


BINGHAMTON, N. Y. 
Sheraton Inn 


MIDWEST 

CHICAGO 
Sheraton-Blackstone 
Sheraton Towers 
DETROIT 
Sheraton-Cadillac 
CLEVELAND, Ohio 
Sheraton-Cleveland 
CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 
Sheraton-Jefferson 


OMAHA 
Sheraton-Fontenelle 


AKRON 
Sheraton Hotel 


INDIANAPOLIS 
Sheraton-Lincoln 


FRENCH LICK, Ind. 
French Lick-Sheraton 


RAPID CITY, S. D. 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 


SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
LOUISVILLE 
Sheraton Hotel 
The Watterson 
DALLAS 
Sheraton- Dallas 
NEW ORLEANS 
Sheraton-Charles 
MOBILE, Alabama 
The Battle House 
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WEST COAST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West 
(formerly the 
Sheraton-Town House) 


PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton-Portiand Hotel 


HAWAII 
HONOLULU 
Royal Hawaiian 
Princess Kaiulani 
Moana 

Surfrider 


CANADA 

MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont. 
Sheraton-Brock 
HAMILTON, Ont. 
Sheraton-Connaught 
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Model 15-F 
¢ Chair 


95 


‘Teta! 





LO SLO, Hs jphiond ain 


@ Here is fine quality secretarial seating, at prices 
only Cosco’s mass-production facilities could make 
possible! Adjustability provides correct posture that 
assures day-long working comfort... lifts your secre- 


tary’s morale and output. 


Call your Cosco dealer for a free trial. Discover 
how this and other Cosco Chairs can help your office 


personnel feel better and work better! 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 


or attach coupon to your letterhead. 


| git or os swine reagent na myetendrieegpat-chemmaiamiaas 











j HAMILTON COSCO, INC., Dept. MM-109, Columbus, Indiana 
| 1 would like a free demonstration of the following COSCO Chairs: 
© Model 15-F Secretarial Chair © Model 18-TA Executive Chair 
} © Model 20-LA Conference Chair 0 Model 23-L General Chair 
l Please send me full information on: 
C1) New COSCO “Director’’ Series Chairs with square tubing. 
| (J Complete line of COSCO chairs, settees, sofas and occasional tables. 
; Firm as 
| By... PD 
| | tc ee DARA EES fe Peete Seen See eee 
| (Please Print) 
a Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. J 


& 


* Zone 2: Texas and 11 


western states 


Model 18-TA 
Executive Chair 
$49.95 

($52.45 in Zone 2*) 





Model 20-LA 

i Conference Chair 
$29.95 

($31.95 in Zone 2*) 


Model 23-L 
General Chair 


$15.95 
($17.95 in Zone 2*) 





(Circle number 132 for more information) 














this advertising, I am wondering if it 
would be possible for you to suggest 
that they use “proved,” not “proven.” 
The greater its popularity, the more 
essential that it be correct. 

I hope I am not out of line in 
making this suggestion but it certainly 
is rasping on the ears, and with as 
many youngsters as there are listen- 
ing, it should be corrected. 

DOROTHY 
ROBERT E. 


ALBRIGHT 
DENNARD & CO. 
DALLAS 


® Let’s chase all youngsters from the 
room and attack this problem coolly. 
The new Dictionary of Contemporary 
American Usage, by Bergen and Cor- 
nelia Evans, has this to say: “The past 
participle [of prove] is proven or 
proved. The past participle proven is 
respectable literary English. In the 
United States it is used more often 
than the form proved.” But here is 
what Fowler's Modern English Usage 
says: “Proved, not proven, is the regu- 
lar past participle . . . Except in the 
phrase not proven as a quotation from 
Scotch law, proven is better left 
alone.” Although the experts don't 
seem to agree thoroughly, we'll as- 
sume you are a Fowler follower, Mrs. 
Albright, and try not to rasp your ears 
again. EDITOR 


Interview shortcuts 


Sir: Lon D. Barton’s questions on siz- 
ing up a man in 16 minutes [see 
“How to size up a man in 16 min- 
utes,” August °59] gave our staff of 
professional psychologists a big Jaugh. 
It would take 16 minutes just to ask 
the eight questions Mr. Barton sug- 
gests using for a shortcut interview. 

No desirable job candidate would 
be able to answer these questions in 
less than an hour interview. 

Mr. Barton obviously uses the “em- 
ployment agency technique” of rush- 
ing through the interview, but there 
is no substitute for taking adequate 
time in interviewing. 

Incidentally, most studies of inter- 
viewing have shown this technique to 
be one of the least effective ways to 
evaluate a person. “Expert” interview- 
ers often disagree on traits. Tests, 
background factors, and _ character 
checks are much more effective. 

No wonder Mr. Barton [president 
of Cadillac Associates, Inc., an execu- 
tive placement firm] has to hurry his 
interviews. All of his fees are depend- 
ent upon ultimate placement of the 
applicant. 

EDGAR S. ELLMAN 

EDGAR S. ELLMAN AND ASSOCIATES 
(APTITUDE TESTING, RECRUITING ) 
CHICAGO 


m Here is part of MM’s reply to Mr. 
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and copies flow! 
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NOW. .-with automatic xerography... 





copy up to 26 different documents a minute! 


Sounds impossible, doesn’t it? Copy 
up to 26 different engineering draw- 
ings or other documents a minute! 

It’s being done every day... 
easily, economically, and automat- 
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... by a XeroX® Copyflo® 
printer. 

This ingenious machine operates 
on the electrostatic principles of 
xerography .. . the clean, fast, dry 


ically 


process that copies anything written, 
printed, typed, or drawn. 

From a formidable stack of orig- 
inal letters, reports, forms, drawings, 
etc....or from microfilm... it turns 
out, at the rate of 20 linear feet a 
minute, high-quality copies on ordi- 
nary, inexpensive paper. 

Moreover, at the same impressive 
speed, it prepares a series of offset 
paper masters or makes vellum 
copies. 

Wherever hundreds. . . or thou- 
sands . . . of documents must be 
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copied quickly and inexpensively, 
look to automatic xerography for 
the happy solution. 

Just push the button .. . and cop- 
ies flow. You can get a different, 
dry, ready-to-use print every two 
and a half seconds. 

Write for booklet X-287 for com- 
plete information. HALom XEROx 
Inc., 59-195X Haloid St., Rochester 
3, N. Y. Branch offices in principal 
U. S. and Canadian cities. Over- 
seas: Rank Xerox Ltd., London. 


HALOID 
XEROX 
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Where MANAGEMENT meets 
manpower, markets and materials... 





a 
CO NEW 


Fulton Industrial District 


Completely ready for you to set up your plant: phones, water, elec- 
tricity, gas, mains, sewers, paving, executive airport. 


PROTECTION FOR YOUR INVESTMENT 


Deed provisions insure continuance of park-like surroundings. You and 
your people will be proud to work here —just as key personnel will 
find the City of Atlanta a fine place to live. 


Write for free Brochure! 


ADAMS-CATES COMPANY, Realtors 
i Exclusive Sales Agents 
201 Hurt Building °* Atlanta 3, Georgia 
Phone JA 2-5477 
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LUXCO CHAIRS 
as _premium quality, rich luxury, 


| 
outstanding durability... all at a rema at 
LOW BUDGET PRICE! | | 


| 
| 
b/. 
| 









| 
| 







... write foday 


for full information 





100 KING STREET 


LUXCO R..| Sone pases 


LA CROSSE, WISCONSIN 





(Circle number 166 for more information) 













Ellman: Your laughing psychologists 
must be pretty slow speakers if it 
would take them 16 minutes to ask 
eight direct questions. Your letter im- 
plies that no meaningful information 
can be conveyed by a job applicant 
to a prospective employer in less than 
an hour interview. This idea is as silly 
as you say Mr. Barton’s article is. To 
deny that there are shortcuts in em- 
ployee selection is mere professional 
stubbornness. No one denies that 
depth interviewing, aptitude tests and 
the other methods used by experts 
such as yourself are extremely valu- 
able. But it is certainly ridiculous to 
assume that just because increasingly 
accurate (and expensive) methods of 
selection have been developed, no 
company can get along without them. 
Of course they can—and thousands of 
them do. As long as the boss is re- 
stricted by limited time and money, 
he'll continue to welcome practical, 
workable guides such as those offered 
in Mr. Barton’s article, in addition to 
welcoming the more extensive recruit- 
ing and selection services offered by 
organizations such as yours. EDITOR 


Mr. Ellman’s response: 


It was certainly kind of you to take 
the time to write me such a nice long 
letter about Mr. Barton’s article on 
sizing up a man in 16 minutes. Just 
think, while you were dictating this 
letter Mr. Barton could have sized up 
another man. 

I suppose that what I really ob- 
jected to in all this was the fact that 
your editorial policy seems to be one 
of presenting MANAGEMENT METHODS 
as not only a “how to” magazine but 
also a “how to—correctly!” magazine. 

I know that you will agree with me 
that good selection takes time and 
that much of the poor selection of 
manpower is due to the way many 
executives hire men without obtaining 
all of the facts. 

There is probably a natural ten- 
dency on the part of the average 
executive, and particularly the sales 
executive, to look for reasons why he 
should hire a man instead of why he 
should not. 

Consultants in this field have been 
so successful because their selections 
have proved [a nod to Mrs. Albright; 
see above] to be better than those of 
the boss. We do this simply by apply- 
ing common sense and a thorough 
approach. 

Call it professional jealousy, but 
everyone knows that an employment 
agency earns fees solely on the basis 
of successful placement. It is human 
nature for them to want to get as 
many prospective applicants together 
each day with as many prospective 


MANAGEMENT METHODS 














* oats 














PLAID DESIGN 
| Celotone’ Tile 


A striking new idea in acoustical ceilings .. ; 
beautiful travertine-fissured tile with striated 
design that adds textural interest. Incombustible 
mineral fiber. Perfect wherever you want perma- 
nently efficient sound conditioning plus ultra- 
smart distinction. Office appearance. . . employee 
comfort and efficiency .. . these, too, benefit from 
this investment in Quiet plus Beauty. 

Your Acousti-Celotex Distributor offers the 
widest selection of products and installation 
methods and invites you to take advantage of his 
expert Ceiling Consultation Service in the early 
planning stages. No obligation. 


Because he is a member of the world’s largest 
| acoustical organization, your Acousti-Celotex 
j ° ° ° . A 
} Distributor alone can offer technical skill 74 


; and product superiorities resulting from / 
34 years of Celotex leadership in the LON 
: sound conditioning. yy CAM et 


(inset) Striations on each 12 in. x 12 in. tile create 4.,; ¢¢ 


overall plaid design without 


visible joint lines. 
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Acousti-(evotex 


U. S. PAT. OFF. 


ound Conlin 


Products to Meet Every Sound Conditioning Problem... Every Building Code 
The Celotex Corporation, 120 S. LaSalle St., Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Limited, Montreal, Quebec 
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The Celotex Corporation, Dept. MM-109 
120 S. LaSalle St., Chicago 3, Illinois 
Without cost or obligation, please send me your booklet 


“Sound Conditioning for Office Workers’’ and the name of my 
nearest Acousti-Celotex Distributor. 
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RICHMOND 





Build Where People WANT 
Your Plant... 


in this Industrial Park at Richmond, Virginia 


The plant that’s built on this 20-acre park site just three 
miles from downtown Richmond will find more than southern 
hospitality. It will be welcomed with southern enthusiasm. 
Willing, eager workers already skilled or quickly trained. 
Cooperative local and state government. Friendly neighbors. 
In all, more than one-half million people in the Petersburg- 
Hopewell-Richmond area. 




















Strategically located for distribution northward or southward, 
the site is ideal for light industry and warehousing. Bounded 
on one side by the Petersburg Turnpike, on the other by 
Coast Line. All municipal utilities available. For details, 
write, wire or call today. Inquiries held in confidence. 





R. P. JOBB, Asst. Vice-President 
Department M-109 

Atlantic Coast Line Railroad 
Wilmington, N. C. 


COAST LINE Eee mi 
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employers. The law of averages seems 
to work in their favor. 

If you ever get into the popular 
magazine field I can just see some of 
the titles along the how to—quickly 
line: “How to psychoanalyze your- 
self,” “Ten ways to tell if your neigh- 
bor’s wife loves you,” and “How to 
have fun with your clothes on.” 

EDGAR S. ELLMAN 


Behind the facade 


Sir: Lon D. Barton’s article, “How to 
Size Up a Man in 16 Minutes,” was 
concise and provocative. 

The article could be both mislead- 
ing and damaging if accepted exactly 
as presented. The eight questions cer- 
tainly would suffice to screen out a 
great many applicants. However, the 
inference is that no one needs more 
than 16 minutes to size up any indi- 
vidual. Nothing could be farther from 
the truth. 

Some of the greatest mistakes in 
employment result from executive be- 
lief that a man may be sized up very 
quickly. This results in overlooking 
some good men and hiring some with 
serious defects. 

I am sure that 16 minutes would be 
ample for an employment agency to 
pre-screen an individual. Those hiring 
him should take a much longer time. 
Some individuals with great ability 
do not warm up and display it in the 
first few minutes; others with serious 
weaknesses keep them well hidden 
for as much as 30 to 60 minutes. 

Let the genuinely busy executive 
use Mr. Barton’s 16 minutes and eight 
questions, but make sure there is 
someone in the organization who 
spends enough time to really dig be- 
hind the facade which the applicant 
presents! 

C. L. ARNOLD, 

DIRECTOR OF PERSONNEL 
THE KROGER CO. 
CINCINNATI, OHIO 


Retirement practices 


Sir: In the August issue of MANAGE- 
MENT METHODS was an article by 
Robert D. Hulme on “15 ways to de- 
velop managers.” Among the interest- 
ing comments was that retirement age 
should be fixed so that room at the 
top will be created for younger men. 
If you would pass along to the 
author of the article the following 
questions, it would be appreciated: 
Is there any trend toward the fix- 
ing of retirement age at more than 
age 65? If so, what age is being con- 
sidered or is in use? Would the author 
be willing to elaborate on the moving 
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Attitudes brighten, work-loads lighten... 


in BUSINESS WORK CENTERS, furnished, decorated by GF 


Psychologist Ira Friedman says, ‘“When business 
management shows a real interest in employees by 
improving their environment, the workers’ increased 
feeling of self esteem leads to improvement in both 
quality and quantity of work performed”’. 

To boost productivity in your offices as much as 
25%, call on GF—America’s largest maker of metal 
business furniture. Only GF offers complete plan- 


ning, design and decorator services that take into 
consideration, not just space utilization and work- 
flow, but the many human factors that make 
for efficiency. 


An informative booket, “PLAN TO PROFIT FROM YOuR 
OFFICE INVESTMENT’, is yours for the asking. Just 
call your GF branch or dealer, or write The General 
Fireproofing Co., Dept. D-17, Youngstown 1, Ohio. 


GENERAL FIREPROOFING 








Gif 


METAL BUSINESS FURNITURE 
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So Different, It's Patented! 


The instant the M-50, Columbia’s patented polyester 
ribbon, goes into action, you’ll see for yourself the unique 
combination of ALL these features: 


@ extraordinary versatility — executive correspondence, 
preparation of direct image plates, and perfect originals 
for all copying processes 

@ virtually unbreakable strength 

@ sharper, clearer copy—comparable to actual printing 

®@ complete release of ink for absolute uniformity 

@ clean, smudge-free handling and typing 

@ fewer ribbon changes—50% more yardage on the same 
diameter spool 

@ easy-to-make, halo-free erasures 

Available in either the Tri-Pak or dozen size 

reusable plastic container. Write for information 

about the special Tri-Pak trial offer. Columbia 

Ribbon & Carbon Mfg. Co., Inc., 9210 Herb Hill 

Road, Glen Cove, N. Y. 









*y.. PAT, NO, 25086725 


RIBBON BY 





COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIFORNIA 
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of older but vigorous executives into 
consulting or advisory capacities and 
the creating of new, more responsible 
jobs near the top for rising managers? 
L. D. RAMSEY 

KANSAS CITY, MO. 


@ Here, in part, is Author Hulme’s 
reply to the above letter: 

Although there has not been a 
thorough study since the 1955 Na- 
tional Industrial Conference Board 
survey of retirement policies, more 
superficial investigations give evi- 
dence that the trend toward fixed re- 
tirement ages is continuing and the 
fixed age is becoming lower. This is 
probably caused by the terrific growth 
in funded retirement programs, many 
of which are a point in collective bar- 
gaining. It seems that the larger the 
firm, the more rigid the retirement 
policy becomes. 

A second factor for this trend, 
therefore, is the constant growth of 
many large firms through consolida- 
tion or internally. Even though man- 
agers of larger firms may dislike rig- 
idity, the size of the institution forces 
them to have firm policies that can be 
administered by local management. 

Retirement programs that were in- 
stituted before Social Security usually 
had 65 as the retirement age. The 
sponsors of the Social Security pro- 
gram proposed without opposition 
this as the retirement plan. Age 65, 
which seems to be an historical acci- 
dent, is still the favorite age for forced 
retirement and it becomes even more 
popular as time goes on. There seem 
to be a few exception such as the 
Sheraton Corp. which recently moved 
retirement age from 67 to 69 and 
Shell Oil which changed its retire- 
ment age from 60 to 65. 

One firm with which I am familiar 
has no mandatory retirement age but 
does encourage older executives in 
senior positions to stay on in consult- 
ing capacities. The retired president, 
for example, maintains an office in 
which he can be found almost every 
day. In another firm, a vice president 
“retired” from his official job stays on 
the payroll as an editor of a special 
magazine for the firm’s executives. 
The beauty of this arrangement is that 
younger executives are not discour- 
aged by the seemingly interminable 
careers of their seniors and the com- 
pany benefits from the continued ex- 
perience of these furloughed older 
managers. 

ROBERT D. HULME 


How to develop managers 

Sir: Robert Hulme has done an excel- 
lent job in his article, “15 Ways to 
Develop Managers.” As he points out, 
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Now ‘‘brighter’’ than ever! —even more dramatically 
THE THINKING MACHINE OF AMERICAN BUSINESS 









the latest 
advance 
in fully 
automatic 
» Calculators 


New Friden Model SBT 
has touch-one-key simplicity 
you'll be amazed to see! 





















"= , EXCLUSIVE 
AUTOMATIC | save manual and decision steps in any figure-work FULLY AUTOMATIC 
| CHARS : MULTIPLICATION 
MULTIPLICATION problem. For example, note time saved by: 
Flick of a key auto- are ved gaa . 
matically transfers — wien eae, pee 


answer appears in dials. 
It’s clearly shown in so 
many ways—the Friden 
performs more steps in 
figure-work without 
operator decisions than 
any other calculating 
machine ever developed. 


eer 


et 





products from dials // 

to keyboard for fur- AUTOMATIC ACCUMULATION 
ther calculation, OF INDIVIDUAL EXTENSIONS 
OF FRACTIONAL CENTS 


Operator merely sets a dial 
—in any of six positions — | 


eliminating many of 
the intermediate 
steps in multiple- 
factor multiplication. | 


AUTOMATIC ROUNDING OFF 


Touch of a key automatically 
transfers individual exten- 
sions to storage dials, adds 
or subtracts as required, and 
produces a grand total. 






and machine automatically 
rounds off fractional cents 
to the nearest full cent. : 


SS —— TT 
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‘Brighter’ calculators 
° Kar the S14 eT are one of the ways... 
Cost-saving office automation begins with the fully 
automatic Friden Calculator! Call your nearby Friden 
Man or write Friden, Inc., San Leandro, California... 
sales, instruction, service throughout U.S. and world. 
FRIiDBEN S$ityv¥Veesz ANNIVERSARY ° Le 6.4 8S 
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A demonstration will show you the new 
features that make it easy for anyone to 
run the HEYER Mark Il Conqueror 


After a few minutes instruction, anyone 
can duplicate clear, sharp copies in 1 

to 5 colors of anything typed, written 
or drawn on a spirit master. Now, 
duplicating is as easy as dialing the 
telephone and just as fast! 


At no increase in price you get such 
wanted features as a new feed 

table that eliminates those tricky 
side rubber adjustments; 

highly visible re-set counter that 





saves time and paper; adjustable feed Begin at $214.50* 

wheels for wrinkle-free, non-skip feeding; eat h 
and feed tension control for dialing niomei ie teed onatuat 
correct tension on all types of papers— with ail features except elec- 
from thin papers to post cards— tric drive. MODEL 76A— 
even newsprint. Electric, automatic start- 
An example of effortless operation is the ree hows tic, ae. 
automatic start-stop on electric models. and 14” cylinder stop 
The motor clicks off automatically selector $324.50." 


when the last sheet is printed. *Plus Federal Excise Tax 


And your Heyer Conqueror never 
ot : 
| loyeu “Always Makes a 


becomes obsolete. Parts are available 
Good Impression” 





for Heyer Duplicators made many years 
ago and new advances are designed for 
adaption on present Conquerors. 

















—— ee meee ee “2am @ 


HEYER INC. / ses son tne tom + ce | 

© Please send my Personalized Desk Pad and Literature on | 

: Conqueror Duplicators. | 
Oe ed 4 O 1 would like to have a one week FREE trial of a Conqueror 
Personalized Spirit Duplicator. l 
Desk Pad—Today! 7 Edie Oe e eee eer ere: Rae re 
ee NEEL OCT COT CT ET FULT CT TET OE ET CE 

NS 6 cia eC TED.As 66s 3 a5 bee 4h 4 aaa BAN s Sdanbn 05 vou R OKO > | 

MES os sah iev de atac ek sec uee Zone..... ER Cat cade peace 
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there are many additional methods, 
but this is an excellent start on the 
inventory list. 

In our management consulting 
work with even the largest corpora- 
tions on management development 
problems, we find one of the biggest 
deficiencies is the lack of “follow- 
through” on management develop- 
ment planning. Some of these com- 
panies have defined jobs, inventoried 
abilities of executive people, set up 
appraisal systems and other tech- 
niques of management development. 
They may have at hand most or all of 
the tools for defining specific manage- 
ment development needs. But they 
then leave the actual development job 
up to line supervisors who have too 
often given inadequate thought to the 
specific ways in which people can be 
developed. 

A number of the techniques Mr. 
Hulme suggests require planning at 
the top management level. Others can 
be planned and performed by line 
supervisors. One of the best tools 
which the management development 
specialists can put in the hands of 
operating management is an inven- 
tory list of all the various methods of 
management development. Counsel- 
ing with supervisors can then be done 
on the basis of selecting and combin- 
ing the available methods which best 
fit the particular development needs 
of their subordinates. 

With one client company, we de- 
veloped a list of over 50 specific tech- 
niques of management development. 
I’m sure we could have added to this 
list. Utilizing this list in practical ap- 
plication is the essence of the follow- 
through of developing management 
skills. 

ROBERT N. WHITE, 

VICE PRESIDENT 
BARRINGTON ASSOCIATES, INC. 
NEW YORK 


® Barrington Associates, Inc. has 
agreed to provide a copy of its list 
of 50 specific techniques of manage- 
ment development to any MANAGE- 
MENT METHODs reader who requests 
it. For your free copy, simply circle 
number 246 on the Reader Service 
Card. EDITOR 





If you want to talk back 


Do you have something to say about 
what appears in MANAGEMENT 
Metuops? Send your comments to the 
Editor, MANAGEMENT METHObps, 22 W. 
Putnam Avenue, Greenwich, Conn. 
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Your Bruning Man Has the Products, Experience, and Service 






























The Copying Machines and 
You Need to Speed and 
Operations Throughout 


@ Only your Bruning Man gives so much, does so much to help you 
make a clean sweep of paperwork troubles throughout your company! 


He has a versatile Copyflex copying machine to meet nearly every 
systematized paperwork need. He offers a complete line of copying 
equipment for special purposes. He provides a complete variety 
of copying materials, tailor-made for his machines. 


COPYFLEX FLEXIBILITY! Your Bruning Man gives you Copyflex—low- 
cost Diazo copying at its best! Copyflex gives you clean, white 
facsimile copies —in seconds — for less than 1%¢ each for letter 
size. No stencils, masters, or negatives. And anyone can operate 
Copyflex. Machines are clean, quiet, and fume-free — ideal for 
office use. You copy anything typed, written, printed, or drawn 
on translucent paper, cardstock, or film. You make white or color- 
tinted copies. You make translucent copies from which additional 
copies can be made. 


And look how your Bruning Man helps you put Copyflex flexibility 
to work throughout your company. With Copyflex one-writing 
systems, you completely eliminate the tremendous amount of 
clerical copying work that goes on, hour after hour, from your 
accounting department to production plant. With Copyflex, infor- 
mation is written only once, all subsequent documents in any 
systematized operation are mechanically reproduced. Here are four 
basic examples: 


ORDER-BILLING. Copyflex reproduces invoices directly from original 
translucent order forms, whether single, snap-out, or continuous. 


Copyflex 250. Provides extra- 


Copyflex 110. Just slightly larger 
than a typewriter! Copies originals 
11” wide by any length. Makes up to 
300 exact copies of one or many 
82 x 11” originals per hour. Unit is 
self-contained, requires only a 115 
volt AC connection. 


Copyflex 300. This self-contained, 
table top machine has full 30” copy- 
ing width, will accommodate largest 
accounting worksheets. In large organ- 
izations, it is ideal for supplementing 
main reproduction centers. Operates 
on 115 volt AC. 


fast production of high quality 
copies—up to 1,000 letter-size 
copies per hour. Features 18!” 
copying width, big-capacity feed 
table, fast return of originals, 
automatic separation. Operates 
on 230 volt AC. 
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Facilities to Give You... 


One-Writing Systems 
Simplify Major 
Your Company! 


Multiple shipments are handled by making reproducible copies 
of the original order for each shipment. No manual transcription, 
no separate preparation of invoices. 


PURCHASING-RECEIVING. Copyflex reproduces receiving reports 
directly from translucent copies of purchase orders. Receiving 
information is entered on these copies after deliveries, then Copy- 
flex copies made. Receiving report time and work is reduced as 
much as 80%. 


PRODUCTION CONTROL. Copyflex reproduces production orders, 
requisitions, and related papers directly from translucent operations 
sheets or cards. Variable information for each order is added to 
the original, then Copyflex copies made. No rewriting of descrip- 
tions and specifications. No costly copying errors. 


ACCOUNTING. Copyflex reproduces nearly every type of account- 
ing report or statement, including tax returns, directly from work- 
sheets or originals. For cumulative and comparative reports, 
latest figures are added to worksheets, Copyflex copies serve as 
up-to-date reports. Copyflex eliminates the tremendous amount 
of clerical copying in accounting operations. 

Your Bruning Man will help you save time and money with 
Copyflex in many other company operations, such as marketing, 
personnel, general administration, and engineering. He will help you 
speed operations, save work in such specialized fields as transpor- 
tation, banking, insurance, real estate; law, and graphic arts. 








> 


ad 
Verifax Bantam Copier. The 


Copyflex 675. Unrivalled for high ultimate in a low-cost, light-weight 
production and operator conveniences. copier. Makes 5 permanent copies 
46" copying width with*speed up to of any document in one minute 
75 f.p.m. Exposure lamp can be oper- for as little as 2%2¢ each—on ; 
ated at 7,500 or 5,000 watts. Auto- white bond-type paper. Will copy 
matic stacking, automatic separation, opaque material, ball-point writ- 


split lamp shield. 230 volt AC. ing, and other difficult originals. 





Your Bruning Man 


Gives You the 


Product 


and Help 
You Need— 


When You 





Need It! 





*% Bruning Sales-Service Branches 
% Bruning Distributors 


© Bruning Plants 
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gw Only your Bruning Man gives you the 
copying service provided by a company with 
over 60 years’ experience as researcher, 
manufacturer, and supplier. 


Because Bruning has the most compre- 
hensive network of sales-service branches, 
distributors, and plants in its field, your 
Bruning Man is located near you. His 
Bruning Branch headquarters carries a full 
line of Bruning products, is staffed and 
equipped to give you fast, efficient supply. 
You run no risk of costly delays for lack of 
materials or service. 

Because Bruning has its own coating 
plants and manufactures its own Copyflex 
machines, your Bruning Man provides you 
products of dependable, consistent high 
quality. Because of aggressive Bruning 
research, your Bruning Man assures you 
the newest and most advanced copying 
machines and materials on the market. 


There you have it! Only your Bruning 
Man gives so much, does so much to help 
you speed and simplify paperwork, elimi- 
nate the tremendous waste of clerical 
copying throughout your entire company. 
Why not call him today? 


(BRUNING ) 


Low-cost Diazo Copying at Its Best 











Atlanta 3, Ga. 
411 Williams St. N. W. 


Baltimore 5, Md. 
650 North Point Road 


Boston 15, Mass. 
965 Commonwealth Ave. 


Chicago 7, Ill. 
300 W. Congress Parkway 


Cincinnati 29, Ohio 
4507 Reading Road 


Cleveland 14, Ohio 
1815 St. Clair Ave. 


Birmingham, Ala. 
Birmingham Blue Print Co 
2121 Third Ave., No. 


Calgary, Alberta 
537 11th Ave. West 





Write, Phone, or Visit Your Nearby Bruning Office 
BRANCHES 


Milwaukee 3, Wis. 
530 North Ninth St. 


Columbus 8, Ohio 
1043 W. Third Ave. 


Dallas 1, Texas 
1936 McKinney at Harwood 


Dayton, Ohio 
233 E. Helena St. 


Denver, Colo. 
352 Santa Fe Drive 


Detroit 11, Mich. 
2335 East Grand Bivd. 


Devon, Conn. 
49 Bridgeport Ave. 


Hempstead, N.Y. 
213 Front St. 


Honolulu 14, Hawaii 
317 Kamakee St. 


Houston 1, Texas 
3522 Polk Ave. 


Indianapolis 7, Ind. 
1915 W. 18th St. 


Kansas City 5, Mo 
1026 Wyandotte St 


Los Angeles 38, Calif. 
855 Cahuenga Blvd. 





Buffalo 3, N. Y. 
Copy Products Inc. 
27 E. Huron St. 


Edmonton, Alberta 
10855 107th Ave. 


Toronto 1, Ontario 
103 Church St. 


New Orleans 18, La 
540 S. Broad St. 


New York 7, N.Y. 
100 Church St. 


Oklahoma City 2, Okla. 


809 N.W. 2nd St. 


Philadelphia 11, Pa. 
7790 Dungan Rd. 


Phoenix, Ariz. 
1312 N. Central Ave. 


DISTRIBUTORS 


Little Rock, Ark. 
Little Rock Blue Print Co 
310 Center St. 


Memphis 1, Tenn. 
S. C. Toof & Co. 


195 Madison Ave. 


IN CANADA 


Hamilton, Ontario 


627 Main St. East 
Vancouver, B.C. 


2126 Main St. 


London, Ontario 
395 Colborne St. 


Winnipeg, Manitoba 


Pittsburgh 12, Pa. 
921 Ridge Ave. 
Portland 1, Oregon 
2136 S. W. Fifth Ave. 
Richmond 30, Va. 
1508 Belleville St. 
Rochester 10 N.Y. 
796 Linden Ave. 
Rockford, III. 

724 Broadway 


Sacramento, Calif 
1924 28th St. 


San Francisco 24, Calif. 


75 Industrial St. 


Minneapolis 15, Minn. 
Albinson Inc. 


520 4th Ave. So. 


Montreal, P.Q. 
8395 Bougainville St. 


Watt St. at Union 


San Jose, Calif. 
1600 N. 4th St. 


Seattle 1, Wash 
2025 Third Ave. 


St. Louis 3, Mo. 
2625 Olive St. 


Teterboro, N. J. 
125 North St. 


Washington 7, D.C 
2311 M. Street N. W. 


Wichita, Kansas 


608 E. Central 


Toledo 2, Ohio 
Newell B. Newton Co. 
1010 Jackson St. 


Ottawa, Ontario 
77 Metcalfe St. 
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These booklets—promotional and otherwise— 


‘contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 
How to pick direct mail lists 


A sound technique for mailing list 
selection in direct mail selling is de- 
scribed in a factual booklet just pub- 
lished by Planned Circulation, mailing 
list brokers. 

Written by David W. Margulies, 
president of Damar, Inc., “Finding 
the Buying Power Lists for Your 
Product” pinpoints the methods Da- 
mar uses in its direct mail selling 
program. 

For a free copy of this booklet, 
circle number 261 on the Reader 
Service Card. 


WwW 
Accounting ideas: 
Four booklets from Burroughs 


Corp. offer several ways to improve 
accounting methods. 

One booklet suggests an efficient 
method for organizing accounts pay- 
able procedures. 

The second offers ways to stream- 
line pay-roll systems. 

The other two booklets give prod- 
uct information on two of Burroughs’ 
accounting machines—the Series 400 
Sensimatic and the F25 sensimatic. 

For a free copy of this four-folder 
packet, circle number 257 on the 
Reader Service Card. 


WwW 


How-to-do-it for secretaries 


Do the secretaries in your office 
know how to address letters to con- 
gressmen, church officials and diplo- 
matic representatives correctly? Do 
they ever slip up on the spelling of 
often used but tricky words? 

“Letter Perfect,” a 73-page bro- 
chure published by Dictaphone Corp.., 
gives the correct way to address any 
kind of official as well as the correct 
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spelling for hundreds of “catch” 
words. 

There are also many other help- 
ful hints for the secretary who is “not 
quite sure how to do it,” such as prac- 
tical and easy-to-understand gram- 
matical rules. 

For a free copy of “Letter Perfect,” 
circle number 262 on the Reader 
Service Card. 


Ww 
Guide to visual presentations 


Nine basic guides to the prepara- 
tion and presentation of visual aids 
are featured in a booklet prepared by 
Admaster Prints Inc. 

Called “Practical Specifications for 
Visual Aids,” the brochure also con- 
tains a 12-point checklist for the man 
preparing a visual aids presentation. 
It also has many how-to guides 
covering different areas of visual pre- 
sentations. 

For a sample copy of “Practical 
Specifications for Visual Aids,” circle 
number 260 on the Reader Service 
Card. 


Ww 
How to index microfilm 


A practical guide “How to Index 
Your Microfilm Records for Maximum 
Retrieval Efficiency” is offered by 
Recordak Corp. 

The booklet explains and illustrates 
simplified indexing methods that cut 
“look up” time by 20% to 30%. 

For a free copy of this microfilm in- 
dexing guide, circle number 256 on 
the Reader Service Card. 


WwW 
About fire extinguishers 


A six-page folder, “A Guide To Fire 
Extinguishers,” is offered by Ansul 
Chemical Co. 


The folder contains a table which 
compares characteristics of various 
types of fire extinguishers. A bar 
graph shows the comparative effec- 
tiveness of extinguishing agents ac- 
cording to Underwriters’ Laboratory 
ratings. 

Different Ansul extinguishers are 
illustrated in the piece. 

For a free copy, circle number 259 
on the Reader Service Card. 


Ww 
How to run an office 


The booklet issued by Art Metal 
Construction Co., “Office Standards 
And Planning,” covers nearly every 
phase of office management. 

There are tips on ways to stream- 
line office methods and the flow of 
work through improved office layout. 
The booklet also details accounting 
shortcuts and many lessons that the 
small office can learn from the large 
office. As a reference piece, it is a 
valuable asset to the office manager's 


library. 


This easy-to-read booklet is 84 
pages long. It is written in simple 
outline form, and is illustrated with 
extensive charts. and checklists. 

For a free copy of “Office Stand- 
ards and Planning,” circle number 
258 on the Reader Service Card. 


WwW 


For copying needs 


The Select-O-Master Office Systems 
Guide, available from the Cormac 
Photocopy Corp., lists various appli- 
cations for office copying machines in 
18 general industries. 

Also given on the Select-O-Master 
are ways a copying machine can be 
used in 12 different departments of 
any business. 

For a free sample of this office sys- 
tems guide, circle number 263 on 
the Reader Service Card. 
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Lease your trucks 
from RYDER 
and eliminate 


hidden trucking costs 





You can’t accurately measure the many hid- 
den costs of operating, maintaining, and 
repairing company-owned trucks. But the fact 





remains that these costs are a constant drain 
on profits. How much better to lease your 
trucks from Ryder and be able to budget all 
your trucking expenses in advance! 


Ryder furnishes you with the exact type of 
trucks you need, paints them to your specifi- 
cations, handles all details for you: upkeep, 
insurance, licenses, everything. Your only 
responsibility is to provide the drivers. 


And you also get these big benefits: 


1. More working capital—funds formerly 
frozen in trucks are released for more pro- 
ductive uses. 


2. Uninterrupted transportation—extra or 


3. Executive efficiency—all your personnel 
are permanently free of trucking details. 





Ryder service is available in over 100 key 
cities in the U.S. and Canada. Ask us now for 
the whole Ryder Truck Rental story! 


Write today for free brochure, 
**How Modern Management 
Can Profit from Truck Leasing”’ 
and/or Ryder System’s 
1958 Annual Report 


RYDER SYSTEM, INC. 


Leasing Division 
GENERAL OFFICES: ENGLE BLDG., P.0. BOX 33-816, MIAMI, FLA. 





Fast-growing, publicly-owned Ryder System also operates truck lines in 27 Eastern and Southern states 
(Circle number 150 for more information) 
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replacement trucks are always available to you. 
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Tax Quiz 


A digest of recent court cases, compiled by Benjamin 
Newman, Tax Attorney, Koenig and Bachner, New 
York. 


THE QUESTION 


When a man takes his wife to a business meeting, 
are their travel and entertainment expenses deduct- 
ible? 

The facts-—A man and his wife went to a meeting of 
the dealers with whom his firm did business. The firm 
consisted of a two-man partnership. In the partner- 
ship's tax returns for that year, each of the two part- 
ners deducted a proportionate share of the money 
spent by the one partner and his wife in going to and 
from the meeting. Also deducted was money the hus- 
band and wife spent while at the meeting. These de- 
ductions were challenged by the Internal Revenue 
Service as being unsubstantiated. 

The ruling—The Service conceded that the partner 
who attended the meeting did so in furtherance of 
the partnership’s business. It did not admit—nor were 
the partners able to prove—that the wife aided the 
partnership at the meeting, since there was no proof 
that she had acted as a secretary or as a hostess. Ac- 
cordingly, the Tax Court allowed one-half, or the hus- 
band’s share, of the deduction. 

Rosenstein vs. Commissioner of Internal Revenue, 
April 28, 1959, 32 TC. 


THE QUESTION 


A business sells its product in one year and collects 

payment in the next. In which year should the income 
be reported? 
The facts—As is customary in the tobacco trade, some 
growers delivered their crop to a warehouse company 
which sold the crop at auction. In 1947 and 1948, 
the auction sales took place in February, prior to the 
close of the growers’ fiscal year. However, the ware- 
house company did not deliver the proceeds to the 
growers until after March 1, the beginning of their 
next fiscal year. 

The growers reported the proceeds as income re- 
ceived in the more recent fiscal year, but the Com- 
missioner of Internal Revenue took the position that 
the income was “received,” under the tax law, in the 
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Universal Atlas Cement Co., subsidiary of U. $. Steel Corp., N. ¥. C, 


It’s a meeting room 


... then tables are 
quickly stored 
under the projection 
boothand... 


Tame lameltloihiclal tina ht: 


Custom built for Uni- 
versal Atlas Cement 
Co., this HOWE Fold- 
ing Table has Formica 
top and drop edge. 


Same room, twice the space 
eee With new, custom-built 


HOWE FOLDING TABLES 


Multi-purpose use of valuable floor space at Universal 
Atlas Cement Co. “decreases space costs, increases 
space usage, improves general operating efficiency.” 
So finds Alwyn W. Ogden, Office Manager. 

HOWE Folding Tables are an important part of Uni- 
versal Atlas’ Multi-purpose room set-up. Handsome 
HOWE Folding Tables fold and unfold in seconds, can 
be handled by one man. 


FREE! Make more efficient use of valuable floor 
space with HOWE Folding Tables. For free informa- 
tion, write for illustrated folder today. 

Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N. Y. 


c 
| HOWE FOLDING FURNITURE, INC., Custom Division | 





















| 1 PARK AVENUE, NEW YORK 16, N.Y. MM-109 

| Please send me your free, illustrated folder describing 

| custom-built HOWE Folding Tables. 

| My name Title | 
| Company | 
| Address ; I 
| ae 2 Zone State l 
A eessenih:diums dempienen came: eneas ante ea dle, adhasabtaedt tae ih eta ital 
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7 VARV-TALLY 


Vetider-tuel 





Keeps your finger on 

Costs... 
Quality Control... 
Order Analysis... 
Telephone Logging... 


Paperwork Control... 


What... How much... How many... Where? These are 
but a few of the things you have to know for successful 
operation of your business. 

And, the easy way to maintain this constant, up-to-the- 
minute data is with a Vary-Tally by Veeder-Root — the 
multiple unit reset counter that counts everything that’s 
countable. 

Compact. Easy-to-use. Easy-to-read. Vary-Tally can be 
es in nearly any combination of units. You can use 

ary-Tally in your business — let us show you how it will 
help you. Write for complete details. 


**The Name That Counts” 


Veeder-Root 


INCORPORATED 
HARTFORD 2, CONNECTICUT 
(Circle number 164 for more information) 


FOR YOUR NEXT 
CONVENTION OR 
VACATION 
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PREMIERE 
SEASON 
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ST. PETERSBURG BEACH 








Slot 


*% Directly on the Gulf of Mexico % 200 Magnificent 
Rooms and Apartments at Reasonable Rates 


% 300-ft. Private Beach x 2 Pools % Coffee Shop 
* Dining Room »%& Cocktail Lounge % Delicious Food 














4 
> 
> 
4 
- 
> 
_ 
> 
2 


> 
AA )00000000000000 


* All-Star Entertainment % TV and Movie Theatre PERFECT 
% Dancing % Diversions for Tots and Teenagers 
x Free On-Premises Parking Right at Your Door ALL YEAR 


For Color Brochure 
Rates & Reservations 
WRITE — WIRE — ’PHONE 

JOHN M. ASTARITA, Managing Director 
Sen” 


COLONIAL INN + ST. PETERSBURG BEACH « FLA. oe 


‘ROUND! 
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(Circle number 117 for more information) 
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prior years. The tobacco growers took their dispute 
to the courts. 

The ruling—At issue here was the interpretation of a 
well settled rule of tax law. Cash-basis companies 
must report income in the year they first obtained an 
unqualified right to receive it, even though the in- 
come was not actually received until a later year. 
Tax lawyers call this “constructive receipt.” 

While admitting the soundness of the principle of 
constructive receipt, the growers argued that the prin- 
ciple was inapplicable in their case. They contended 
that they had a contract with the warehouse company 
which required the proceeds to be unavailable to 
them until after March 1. The issue was submitted to 
a jury, which found that the tobacco growers could 
have obtained the proceeds in February, had they so 
desired. Judgment was thereupon entered in favor of 
the Commissioner. 

Penn vs. Glenn, U.S. Court of Appeals, 6th Circuit, 
decided April 28, 1959. 


THE QUESTION 


A real estate corporation sold all its stock less than 

three years after it had been organized. The corpora- 
tion had realized only a third of its total expected 
income. Can the gain from the sale of the stock be 
considered a capital gain? 
The facts—A, B, C and D organized the X Corpora- 
tion in 1950 for the purpose of acquiring certain prop- 
erty. After it bought the property, the corporation 
subdivided it, constructed streets, arranged with the 
local water company to furnish water, and sold the 
lots. 

By 1952, these actions were completed. The corpora- 
tion had realized about a third of the income it could 
expect from the property. The four stockholders sold 
all their stock at a profit to a syndicate. All four de- 
clared their profits as long term capital gains. 

The Internal Revenue Service took the opposite 
view. It held that the corporation was “collapsible,” 
since the corporation had existed less than three years. 
Therefore, it said, the profits on the sale of stock are 
ordinary income. 

The ruling—Section 341 of the Internal Revenue Code 
came in for interpretation in this case. 

It says that where a corporation is formed for the 
purpose of construction, manufacture or production, 
and is sold before it is three years old and before it 
has accumulated a substantial amount of its prospec- 
tive income, the corporation is “collapsible” and the 
profits made by each shareholder on the sale of his 
stock are taxable as ordinary income. 

A narrowly divided court decided in favor of the 
four stockholders. The court said that X Corporation’s 
accumulation of one-third of its prospective profits 
was a substantial enough accumulation to take it out 
of the category of “collapsible” corporations. 

The dissenting minority felt that “nothing less than 
half of the total net income should be considered as 
‘substantial’.” As yet, no clear and definite answer has 
been given to this question: When is a corporation 
“collapsible?” 

Kelley et al vs. Commissioner, U.S. Tax Court, decided 
April 17, 1959, 32 TC—No. 11. 
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Today’s Paper Work Monster charges you $1.25 
for checking paper work that saves you only 87:!* 


*Research study compiled by Records Management institute 


DITTO® “automatic” One-Writing Systems 


Here’s how. A specially trained DITTO Inc. systems representative surveys the special 
requirements of any operation in your business: order-billing, production control, 
purchase receiving, pay roll, etc. He then custom-designs the DITTO One-Writing 
Method to the exact needs of that operation. No survey or design expense. From the 
very first day in operation, the DITTO One-Writing System automatically eliminates all 


money. For complete facts, mail coupon. No obligation. 


[ F rewritings, does away with costly errors, saves substantially on time, work and 


; ; 
DITTO One-Writing Systems—the fastest, surest way to control 
paper work: one of your largest overhead costs. 
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poco sient tech i celts sli lallten: a deaiate seaciiate a 
DITTO, INC., 6848 McCormick Rd., Chicago, Ill. 


OC) Please send me more information on the DITTO One-Writing System. 


O Have a DITTO Business Systems representative contact me. 


Name, Title 


i 
f 
i 
i 
i 
f 
i 
i 
i 
i 
i 
i Address 
i 


@ 
Ditto. 


. .. the helping hand for modern business! Eee ek ee a ee 


(Circle number 173 for more information) 
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Management decisions must be based upon up-to-the-minute facts. With so much at stake, there can be no doubt 
f accuracy, no loss of time, in reducing mountains of data to decisionable’” facts. The Philco Transac S-2000 all 
transistor data processing system provides unequalled accuracy and speed. First in fully transistorized data processing 
one E4010 Orel adel aMmolUl ti relate ii ale mu cvero)avoyaali-s Mala Mmlal sce] itel ite) apmmes ol-igelslolaMmelale Mm anol laliciavelarelcmmm hamel ti 0] n-1-mmm caclere (ela manna 
obsolescence .. . being asynchronous it can be updated without changing existing programs. Before making your 


decision on a large scale data processing system, get-the facts on Transac...the computer that changed-the industry 
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First in Transistorized Data Processing 
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Clip out and route to: 














Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


SALES BUILDERS 


SPARK OFF-SEASON SALES 
WITH OFFBEAT CONTESTS 


= “Doc pays” FALL UPON NEARLY 
every industry, but General Elec- 
tric has found a way to lick the off- 
season drop in sales. 

The simple method: keep inter- 
est in your product or service high 
—particularly during the period 
when sales normally drop. 

For example, General Electric's 
central air conditioning plant in 
Tyler, Texas kicked off an extensive 
local promotion campaign which 
hit its high point in early autumn— 
just when air conditioner sales nor- 
mally begin to drop off. Because 
the campaign included distributors 
in every part of the country, it 
sparked nationwide interest. 

The campaign began with a 
plant-wide slogan contest. The em- 
ployee who came up with the best 
slogan beginning with the letters 
LS/EF (Late Summer/Early Fall) 
won a one-week vacation at a re- 
sort. 

GE’s next step to stimulate in- 
terest was a city-wide contest, of- 
fering a free TV set to the boy or 
girl who gave the four best reasons 
why his or her parents would en- 
joy year ‘round air conditioning. 

The winners of both contests 
were announced in August. 

Then GE announced a Pigeon 
sweepstakes. Homing pigeons were 
shipped to distributors all over the 
country. Distributors whose off- 
season sales made or exceeded their 
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quota could enter their pigeons in 
a sweepstakes race. The prize to 
the distributor whose pigeon won: 
mineral rights in Texas oil land. 

Appealing prizes were offered 
throughout to anyone who bought 
a GE Whole-House Air Condi- 
tioner during the off-season cam- 
paign. Customers who had already 
bought air conditioners were given 
premium awards if they supplied 
leads which resulted in sales. 

With the Pigeon Sweepstakes 


“flown” off in early October, the 
campaign continued to center in- 
terest on air conditioners. 

Offbeat, yes. But GE officials re- 
port steady interest in air condi- 
tioners during the supposed “dog 
days.” 

Joseph Heffernan, advertising 
and sales planning manager, sum- 
marizes: “The key is to keep selling 
just when everyone else is quitting.” 


PROD RETAILERS POLITELY 
TO BOOST SALES 


m= YOU CAN PUT PEP into sagging 
sales by keeping retailers constant- 
ly aware of your product line. 


Small firms can profit from the 
example of Stevens Candy Kitchens, 
Inc. 

Each month, the company’s cus- 
tomers—candy shops and depart- 
ment stores—receive a purchase 
record showing how much Stevens 
candy each has bought over the 
past month and for the year to 
date. 

If sales are up considerably in a 
certain store, a Stevens official will 
send a note something like, “Nice 
work. You re doing a fine marketing 
job.” 

If there has been a_ noticeable 
dropoff, he may write, “We would 
like to help you correct this. What 
can we do for you?” 

“It has proven an effective but 
diplomatic way to needle ac- 
counts,” notes Stevens Candy 
Kitchens President William Rent- 
schler. 

What about results? In 1958, 
sales went up 42.8% over a similar 
period in 1957. 


TIME SAVERS 


PERFECT YOUR 
DICTATION TECHNIQUE 


m DICTATION CAN SAVE you time— 
if you dictate well. But many exec- 
utives waste more time with a dic- 
tating machine than they save. 
Here are some simple but often 
overlooked tips to keep in mind to 
cut your dictating time to the min- 
imum: 

® When you've decided to answer 
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Thousands of these handy Tornado Pac-Vacs are 
being used throughout industry today. Practically 
every mail brings word of some new cleaning oper- 
ation being done by this versatile cleaner. 

Pac-Vac is a powerful motor and impeller unit 
mounted on a comfortable pack frame. With a 
filter bag it is used as a vacuum cleaner. By chang- 
ing the hose it becomes a powerful (325 mph) air 
sweeper or blower. 

Buy several and keep them throughout your 
plant. They’re available in %, 1 or 1% H.P. motor 
units. 


Blower Cleaning 
Machinery or Motors 








IE] 


















Air Sweeping Litter 


Pac-Vac makes a handy 
bench cleaner—right on the 
spot—no installation, just 

ee bs set it down and plug into 
Boa ee _...., any 115V. outlet. 


WRITE FOR THIS BULLETIN #921 TODAY 


QGREWER ELECTRIC MFG. CO. 








5136 N. Ravenswood Avenue *« Chicago 40, Illinois 


(Circle number 109 for more information) 
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| CLEANING 
<7 MACHINE THAT 
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—BNADO., GOES ANYWHERE 
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Clean Overhead Pipes, 
Beams and Lights 








a letter, don’t put it aside for later 
in the day. The best time to answer 
a letter is when you're thinking 
about it. Putting it off only makes 
it seem unpleasant later. 

= Most letters merit answers. 
Dont waste time wondering 
whether to answer. When in doubt, 
write the man back. 

® Organize your thoughts before 
you try to talk them. Jot them 
down, in order, on the letter you're 
answering. Many men start a letter 
again and again—constantly revis- 
ing as new thoughts occur to them. 
® Dont stall, bore or confuse the 
addressee. Start right off with the 
subject at hand. Don’t use the anti- 
quated, “In reference to your let- 
sa 

™ Be clear and explicit. Avoid 
clichés. They’ve been used so often 
their meaning is lost. And how 
much sharper your letter sounds if 
the simile or metaphor is original. 
™ Consider your secretary. When 
you make a mistake, correct it at 
once. That way she doesn’t have to 
start the letter all over when she 
finds three or four corrections 
you ve added at the end. 

= Pronounce your words clearly. 
If you mumble, chances are your 
girl will have to come in to ask 
what you said. If she doesn’t ask, 
she might type it incorrectly and 
have to do the letter over anyway, 
wasting your time as well as her 
own. 

® Dictate as “tightly” as possible. 
When you've reached the end of a 
thought, let the microphone button 
up. Listening to “dead air’—during 
which you've been thinking of your 
next sentence—only wastes your 
secretary's time. 

Keep these hints in mind and 
youll write letters with less effort 
—and garner yourself some precious 
time. 


GET RID OF WORK 
—BY DOING IT 


@ It’s a Fact that an irksome task 
only becomes more’ unpleasant 
when you put it off. 

Executives who are able to make 
the most of their time give this 
humble advice: do the job now. 


MANAGEMENT METHODS 


le) SS 


2D AREER SL 


ERTIES 





TROL 


OEP RE I IDE, 


SEES NS 





— of 2h.——_ 4 2b as 


— 2hp 2 2 tat Se 6 


a beet oe Oe 





mR CORREA Se 


FASTER PIE AOI 





' 
i 
' 









Don’t put it off for a more conveni- 
ent time. 

This advice works for Market 
Planning Corp.’s Client Service 
Director Lee Adler (see his article, 
“How to improve your selection of 
advertising media,” page 51). Says 
Adler: “The only way to do a job is 
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to do it. No one ever has any time. 
You have to make time. I hate 
work, and the only way I know to 
get rid of it is to do it.” 


TRAVEL TIPS 


USE TRAVEL FORESIGHT— 
SAVE TIME AND MONEY 


@ HERE ARE TRAVEL SUGGESTIONS 
which can make your next trip less 
costly and more productive. 

Check to see if the company you 
are visiting has hotel accommoda- 
tions at commercial rates for its cli- 
ents. This can save several dollars 





per night. To save time, find out if 


the man you are seeing on busine:s 
can have his company make the 
reservations for you. 

When traveling distances of 400 
miles or less, consider the possibility 
of taking a train instead of a plane. 
Some executives report an over- 
night ride on a train gets them to 
their destinations refreshed, ready 
to begin. 

See about small cars when you 
have to travel short distances after 
reaching your destination. Avis 
Rent-A-Car outlets in some cities 
rent English Ford Anglias for $6 a 
day and six cents per mile. This con- 
trasts to $10 a day and 10 cents per 
mile for standard American cars. 

If possible, look into laundry faci- 
lities before your trip. This can 
mean packing fewer shirts, if the 
hotel has a one-day shirt service. 
Check prices, too. Some _ hotels 
charge premium rates of 50 or 60 
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NIAGARA FRONTIER... 






salesman to two nations! 





Major Seaway port... 
PLANT SITES WAITING! 


Here’s an area with solid, diversified growth behind it...and a spectacular 
potential! Three-quarters of all industrial categories listed 
by the Census Bureau are represented here. It’s a major 
center of steel production... grain milling... electro-chemi- 
cal and electro-metallurgical production. 


The Niagara Frontier is a transport center in 
the midst of a big market. The Port 
of Buffalo, that handled over twenty- 
three million tons of cargo last year, 
is now the first major U.S. port-of- 
call on the St. Lawrence Seaway. 
The Frontier is linked to the whole 
populous northeast by the New 
York State Thruway. It is served by 
12 rail lines and over 200 scheduled 
airline flights a day. Just over the 
Peace Bridge lies Southern Ontario, 
home of more than half of all Cana- 
dian manufacturing output. More 
than 55% of all U.S. citizens, more 


NIAGARA | 


(Circle number 159 for more information) 


than 62% of all Canadians live 
within 500 miles of this busy link 
between two thriving nations. 

There are good manufacturing sites available 
on the Frontier. Pure water is limit- 
less; low cost power is plentiful; 
there’s ready access to all kinds of 
raw materials; a solid labor force 
offers skill as well as brawn. For 
specific information on available 
sites for your business write, wire 
or phone the Director of Area De- 
velopment, Niagara Mohawk Power 
Corp. Dept. M-10. Erie Blvd. West, 
Syracuse 2, N. Y. 
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they call the man from 


FORD or BURNHAM VAN 


With a sureness born of experience and train- 
ing, sensitive electronic equipment, delicate 
office machines and high-value products are 
loaded and unloaded . . . moved safely, securely 
and swiftly in vans custom built and equipped 
for the job. Deliveries as scheduled. Jt’s your 
privilege ... be particular... call the man from 
Ford or Burnham Van. He’s in the Yellow Pages. 

© 1959 Burnham Van Service, Inc. 
Service to ALL States 








BURNHAM YAN SERVICE *='/% FORD VAN LINES 


= one sme BURNHAM ~ 
w= = 











BURNHAM VAN SERVICE, INC., COLUMBUS, GA. FORD VAN LINES, LINCOLN, NEB, 


(Circle number 174 for more information) 
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cents per shirt; others charge nor- 
mal rates. 

For short trips, use a combination 
suitcase and briefcase. If you fly, 
there’s no fuss waiting for luggage. 
By train, one case means you travel 
light. Some executives use an at- 
taché case with a divider that snaps 
down to one side. With clothes 
under the divider, they can go from 
plane to appointment, without hav- 
ing to stop at a hotel and unpack. 
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ENTERTAIN FAMILIES 
DURING BUSINESS CONVENTIONS 


@ BUSINESS CONVENTIONS don't have 
to separate the executive from his 
family. 

The Insurance Co. of North 
America found a good way to keep 
families together when the father 
has to attend a business conference. 

The firm invited 56 independent 
insurance agents and their families 
to a four-day conference in Ana- 
heim, Calif. 

The first day, Walt Disney wel- 
comed the agents and their fami- 
lies. On the second day, the confer- 
ence began, with separately plan- 
ned entertainment for the wives 
and children. 

The third day found the wives 
and children at Disneyland park, 
as guests of the Insurance Co. of 
North America, while father at- 
tended meetings. 

A family day with special activi- 
ties for all wound up the confer- 
ence. 

Result: business accomplished, a 
vacation for the family and a lot of 
good will toward the company. 


PROFIT MAKERS 


SUPPLY COMPLETE DATA 
TO GET BANK LOANS 


® ONE BIG REASON WHY BANKS turn 
down business loans is that the loan 
officer feels he has not been given 
enough information to make an in- 
telligent judgment. 

Says Shaler Stidham, loan admin- 
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istration vice president of the Phil- 
adelphia National Bank, “Forty out 
of 41 bank loaning officers [1] con- 
tacted agreed that they would be 
willing to grant additional loans, if 
the data supplied . .. Were more 
complete in scope. 

It pays to consider that loan offi- 
cers cannot know what is involved 
in the operation of every type of 
business. If you fill in the gaps in 
their knowledge, your chances of 
getting a loan are much better. 

Here are 15 key areas a banker 
is interested in when he considers 
granting a loan. 

1. Strength and weakness of busi- 
ness. 

Demand for goods or services. 
Effects of any price changes. 
Physical facilities. 

Quality of management. 
Financial statements. 

Value of audits. 

Operating statements. 

9. Fixed and variable costs. 

10. Balance sheet. 

11. Accounts receivable. 

12. Inventories. 

13. Other assets. 

14. Liabiliies. 

15. Means of repaying loan. 
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CHECK OLD FREIGHT BILLS 
FOR BIG CASH RETURNS 


@ IN JUST FIVE MINUTES, an Ohio 
glass container maker got back 
$40,000 he never expected to see. 
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How? He Kar a traffic rate ex- 
pert check his old freight bills. The 
expert found a tariff technicality 
which entitled the shipper to a 
lower rate. The technicality had 
been overlooked by both the ship- 
per and the carrier. 

Outside audits of freight bills 
have netted Montgomery Ward & 
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THIS ENTIRE PAGE 
WAS MIMEOGRAPHED 


...With the new @@\<) M-4. Yet it’s so unlike 
mimeograph you’d think it was printed! 


PRINTS SHARP, CLEAN PRINTS PHOTOS LIKE THIS 


eS © 


ordinary mimeo new BOC M-4 





Uses paste ink that can’t leak, can't smear. 


REX-ROTARY M-4 


This is an unretouched photo of an actual sample of the 
sharp printing press quality anyone can obtain with the 
new electric BDC Rex Rotary mimeograph. Prints photos, 
drawings, newspaper clippings without messy drum or ink 
pad. No dirty hands or soiled clothes. Automatic inking... 
3 minute color changes...anyone can operate... prints 
from postcard to legal size...up to 4,700 copies per hour. 
Cost? Far less than ordinary electric mimeographs. 


Mail coupon for more information. 


BOHN owpticator co., dept. 10, 444 Park Avenue S., N. Y. 16, N.Y. 


Please send free portfolio of actual work samples. 
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HERE'S WHY 
RAYTHEON 
CHOSE MAINE 


“The labor supply 
is there, willing, able 
and ready to work.” 


“Housing is good 
and living is great for 
our executives who will 
move there.” 


“Our key markets 
and other plants are 
only hours away by su- 
perhighways, air or 
rail.” 





“Plant locations and 
labor costs are not in- 
flated.” 


“Good state and lo- 
cal cooperation. 


JOIN THE MOVE TO 


MAINE- 


Write, wire or phone 





Maine Department of 
Economic Development 


State Capitol Augusta, Maine 


(Circle number 177 for more information) 
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Co. about $150,000 recouped each 
year. 

Even after careful audits by its 
own staff, Swift & Co. reports a sav- 
ing of “several thousand dollars a 
year by outside audits.” 

Why check old freight bills? Be- 
cause the chance for error is high. 

Billing has become very complex 
with the addition of such carriers 
as trucks, barges and aircraft. This 
means countless new tariffs have 
been added to the many volumes of 
rate schedules already amassed by 
the railroads. Growth of new prod- 
uct development means an equal 
growth in more tariffs to be applied 
to the products. 

Because the independent audit- 
ors work on a commission basis—a 
percentage of recovered  over- 
charges—shippers have nothing to 
lose by retaining their services. 

In most cases, freight bill audit- 
ors follow through to see that the 
shipper collects from the erring 
carrier. The auditors take half the 
rebate as their fee. In cases where 
the auditors merely point out the 
overcharges to the shippers, they 
collect only 27.5% of the rebate. 

One reason that freight bill 
auditing firms are becoming popu- 
lar is that a 1958 law allows collec- 
tions back as far as three years 
after an error has been made. The 
prior limitation was two years. 

As one shipper puts it, “Thar’s 
gold in them thar bills.” 


COST CUTTERS 


SLASH MAILROOM EXPENSES 
WITH SIMPLE METHODS 


@ WITH RISING MAILING EXPENSES, 
mailroom costs can easily get out 
of hand. But with careful attention 
to what you mail and when you 
mail it, you can keep those costs to 
a minimum. 

From a national survey of re- 
tailers, here are 10 ways to keep 
mailing expenses down: 

1. Stop sending monthly account 
statements if the balance is zero or 
close to it. 

2. Use regular mail instead of air 
mail for short distances, and espe- 
cially over weekends. 

3. Consolidate mailings. If a lot 
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_ MATERIALS 
HANDLING 
COST 
REDUCTION 


A preliminary survey made 
without charge will deter- 
mine potential savings and 
the cost. 
We invite your inquiry 
OVER 25 YEARS ENGINEERING 
EXPERIENCE 

GEMAR 
ASSOCIATES 


CONSULTING 


Materials Handling 


ENGINEERS 
GREENWICH e CONNECTICUT 
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EXECUTIVE DESK AID 


An invaluable business tool. Month-at-a- 
glance feature plus calendars of 2 previous 
and 4 future months make scheduling ap- 
pointments and deadlines easy. Printed in 
sepia and spiral bound on 9 x 12 cover 
stock. Limited Edition. Not for sale. 


Mailed to you with our compliments along 
with a folder describing the income poten- 
tial from renting your mailing list to book 
clubs, record clubs, publishers, magazines, 
business services and gift firms. We are 
seeking lists of customers, prospects, in- 
quiries, warranty registrations or adver- 
tising coupons. Minimum quantity 15,000 
names. 


Please request Desk Aid on your company 
letterhead. State size of your mailing list 
and how obtained. No obligation. 


LEWIS KLEID, Inc. 


25 West 45/New York 36 
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of mail from your company goes to 
one place, see how much you can 
combine, send at cheaper rates. 

4. Use postcards more often. You 
can acknowledge orders, confirm 
appointments and send notices to 
customers with postcards, and save 
the expense of first class mail. 

5. Determine exactly what can 
be sent by bulk mail rates. Chances 
are you can save more by checking 
thoroughly your present first, sec- 
ond, third and fourth class mailings 
to see what can go at bulk rates. 

6. Insure only parcel post returns 
to manufacturers. You probably 
don’t need insurance on other par- 
cel post mailings. 

7. Screen your mailing lists peri- 
odically to get rid of “dead wood.” 
This can save waste postage. 

8. Reduce the number of en- 
closures you send with monthly 
statements or announcements. 

9. Cut down on the use of post- 
age paid return envelopes. 

10. Post a list of mailroom cost 
cutters to make everyone aware of 
ways to trim mailing expenses. 


CONTROL TELEPHONE EXPENSE 
WITH INDIVIDUAL COST REPORTS 


™ TELEPHONE TOLL EXPENSES fre- 
quently get out of hand. To control 
this problem, Distillation Products 
Industries, Rochester, publishes .a 
monthly sheet listing the following: 

1. Names of persons making long 
distance calls. 

2. Number of calls (and _ ex- 
pense) per individual. 

3. Average cost per call for each 
person. 

4. Year-to-date statistics for in- 
formation in the first three steps. 

DPI officials report reduced tele- 
phone expenses since the initiation 
of the system. Why? Individuals 
become aware that it can be costly 
to talk too long on toll circuits. 

Another deterrent to lengthy 
long distance calls is that the boss 
reviews the record. 

Constant examination of which 
calls are necessary—and which are 
not—has meant much communica- 
tion is diverted to less costly meth- 
ods of communication: Western 
Union, TWX, and even the old- 
fashioned letter. 
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Directly Into Print ! 





parts lists 
price books 
indexes 
catalogs 
directories 
inventories 
stock data 


FILE CARDS 














One drawer of cards 
eliminates one ton 
of metal type. 











An entire drawer-full of data cards can be 
processed directly into a ‘ready-for-plate’ negative... 
eliminating the tremendous cost and time involved in 
typesetting and proof-reading. Your publication can go 
into print at a moment’s notice and be finished in 
days instead of months. Cards may be code-punched 
for any sorting to produce variations of listings 
..-by alphabet, number, subject, etc. The cards are 
simply stacked into the ‘hopper’ and FOTO-LIST does 
the rest...automatically. FOTO-LIST is now in use by 
many government agencies and leading industries. 
The complete story will be sent-without obligation. 


TO PRINTING...ly Automation / 
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by the makers of 
Vari-Typer 


The 
Machine 
With 
1,000 
Faces 





Vari-Typer Corporation 


SUBSIDIARY OF ADDRESSOGRAPH - MULTIGRAPH CORPORATION 


720 FRELINGHUYSEN AVENUE> NEWARK12, NEW JERSEY 
(Circle number 169 for more information) 
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“STENO-SHEET” the most economical, ver- 
satile, and efficient magnetic dictating medium 
ever made! Fold it...bend it...mail it... file it 
..use it over and over and over! A small, 
thin, miraculous sheet of ultra-modern 
magnetic tracked foil is revolutionizing 
the Rilatine methods of American business. Known as the 
“STENO-SHEET,” it brings such a tremendous improvement 
over dictating belts, cylinders, discs, that a completely new 
kind of dictating machine has been invented to bring business- 
men the full enjoyment of its unprecedented benefits... 











Economy: Designed for handling large volume correspond- 
ence. Can be used economically for a single letter and then 
passed along by itself for separate typing, mailing or filing. 


Easiest mailing and filing: Fits in a regular #10 envelope; 
no other protection required when going through the mails. 
Even bending and folding can’t harm it. Dictation from 
branch offices can be dropped into the mail for foolproof tran- 
scribing in home office. 


Faster, surer, safer dictation: The advanced electronic mir- 
acle of the “STENO-SHEET” makes possible the most obe- 
diently automatic dictating machine ever produced. 
STENOMATIC— Complete with Steno-Sheets and dictating or 
transcribing accessories $279.°° plus F.E.T. 


The automatic dictating machine 


that solves mass dictating problems 
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most advanced 
| with the world’s 
tating machine in 









| STENOMATIC —The world’s most advanced 
dictating machine! Loads itself...Signals when 
it’s ready...Warns you when to stop... Obedi- 
ently unloads itself to prepare for the next 
job! Maintains even work load throughout 
the entire office! STENOMATIC—built to 
take full advantage of the advanced dictating benefits of 
Steno-Sheets—Just press a button on the mike to dictate, stop, 
review, erase — STENOMATIC does the rest. Loads itself 
automatically. Automatic light tells you when to start dictat- 
ing; automatic buzzer warns you when to stop. Press a button 
and the machine-unloads automatically, ready for your next 
command. Other automatic features: Automatic voice con- 
trol lets you dictate at any distance from the mike... Auto- 
matic phone-adapter lets you switch back and forth at will 
from mike to telephone... Automatic playback button switches 
you between loud mike for conferences and low-volume mike 
on speaker. $40.00 worth of accessories built in at no extra 
cost. FULLY TRANS!STOR'Z=D. 
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4 DeJUR-AMSCO CORPORATION, Dept. 954 i 
{ 45-01 Northern Blvd., Long Island City 1, N. Y. ; 
| Write for free details and a sample Steno-Sheet. r 
I (Take it to your DeJUR-Grundig franchised dealers i 
: for free demonstration of this miracle medium.) i 
I Name i 
: , 3 
\ Company i 
i Address r 
1 City Zone State | 
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Lane of General Binding— 


How to make a business 


This fact can’t be denied: there is an unfailing pattern of management 
action that makes a small company big and a big company bigger. 

Here is an idea-laden story of how this pattern of positive management 
practice works. The methods described can be adapted by any 


company that wants to grow rapidly. 
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THIS ARTICLE TELLS YOU: 


PROFILE OF A NEW KIND OF MANAGER 


How to shape a business for growth 


How to make good products sell better 


How to get your slice of foreign markets 


THE PROBLEM: 


Create a major business in a hurry 
from only an idea. 


THE ANSWER: 


Shape the idea into a product that satisfies 


a common business need, use tested } 
management methods to make the product 
sell, nurture the business on its own j 
profits, expand into markets around the world. i 
: 
§ 


grow! 


THE MAN: 


William N. Lane, President of 
General Binding Corp., 
Northbrook, Ill. 
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es You dont need a 
lot of money or a marvelous prod- 
uct to create a major corporation. 

All you need is some imagina- 
tion, a sound management ap- 
proach, and a touch of luck. 

William N. Lane, president of 
General Binding Corp., North- 
brook, Ill., is an example of the 
kind of management that makes a 
business grow. Lane had always 
wanted to create a business of his 
own. 

A native of Milwaukee, he 
started his career after college by 
helping to form a small Chicago 
ad agency. When World War II 
started, he sold his interest and 
went into the service. When he 
returned, he joined a management 
engineering firm in Chicago, Ste- 
venson, Jordan and Harrison. This 
was a carefully planned move. 
Lane had decided that experience 
as a management engineer could 
give him: 1) a postgraduate course 
in general business, 2) a chance to 
test the varied management talents 
he would need if he were to create 
a business of his own; 3) a per- 
spective from which to view a 
variety of companies that he might 
be able to buy. 

A business to share. Lane was 
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looking for a business opportunity 
he could share with his brother 
John Lane, who was an engineer, 
and with a friend, Edward J. 
Uihlein, Jr., a member of the 
Schlitz brewing family in Milwau- 
kee. Uihlein, whose forte was fi- 
nancial management, had been a 
classmate of William Lane at 
Princeton and his shipmate in the 
Navy. 

William Lane spent two years 
in his postwar consulting job. Dur- 
ing this time he came in direct con- 
tact with the management prob- 
lems of approximately 20 firms. 
Meanwhile, he was continuing his 
search, unsuccessfully, for a com- 
pany to manage. Then he discov- 
ered General Binding Corp. 

To Lane, his brother and Uihlein, 
General Binding seemed to fit the 
bill—and the capital the three men 
had available. They were looking 
for a business that was in a strong 
growth field. General Binding was. 
Equally important, they wanted a 
company that was undervalued. 
General Binding was. 

The company had over-expanded 


‘We made our company 


grow the hard way.” 


« 
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during the war. Loss of war work 
(mostly transmission parts for 
tanks) left it badly in need of new 
sales and financing. Its postwar 
business was built partly on a 
bindery operation, serving Chicago 
printers. In addition, the company 
owned patents on some small pa- 
per punching and binding ma- 
chines. General Binding was having 
these machines manufactured by 
other firms, then would lease them 
out to business concerns and other 
organizations. This created a mar- 
ket for metal and plastic binding 
supplies, which General Binding 
sold to its machine customers. 

A market to tap. General Binding 
Corp.'s local binding operation in- 
terested William Lane not at all. 
But the small, relatively low cost 
binding machines interested him 
greatly. He thought of the thou- 
sands of offices and plants of every 
kind throughout the world where 
just such equipment could be put 
to profitable, efficient use. 

The way to make this company 
grow, thought Lane, is to stimu- 
late the bindery machine business; 


PROBLEM NUMBER 1: 


How to shape a business 
for growth 


Key decisions bring the 
firm to life without loss 
of management's control. 


™ “We made our company grow 
the hard way—and, I believe, the 
best way. We've never gone to the 
public well for money. Growth has 
been financed through earnings, 
and by maintaining strict control 
of our business destiny.” 

This is a capsule piece of Wil- 
liam Lane’s managerial philosophy. 
He has used it to multiply General 
Binding’s sales 40 times in 12 years. 
Earnings have increased by an 
even larger multiple (since they 
previously had been either modest 
or non-existent). While Lane re- 


You can create a major company with imagination, a sound 


this will not only be profitable in 
itself, but will broaden the sale of 
plastic and metal bindings—just 
as the sale of razors expands the 
market for razor blades. 

For three months, Lane studied 
General Binding critically, using his 
training as a consultant. The picture 
of the firm’s potential profitability 
became progressively more clear. 
Lane and his two associates were 
convinced that the company would 
awaken under the touch of an ag- 
gressive management. 

The three men bought working 
control of General Binding in 
1947. Their capital requirement to 
negotiate this purchase was some- 
thing short of $100,000—$6,000 in- 
vested in stock, the balance rep- 
resenting loans. 

Now William Lane enjoyed the 
satisfaction of having a company 
under him. But this was only the 
beginning; he had big plans. In 
fact, his unfettered plans for ex- 
pansion encompassed the globe. 

But first there was the need to 
put the business in shape for this 
growth. 


fuses to cite figures, he claims the 
company now operates at a higher 
earnings ratio than is typical in the 
graphic arts or business machines 
industries. 

When Lane and his two associ- 
ates took over GBC in 1947, the 
company’s sales amounted to ap- 
proximately $250,000, and the busi- 
ness, employing about 20 people, 
was fundamentally unprofitable. 
William Lane was sales vice presi- 
dent, John Lane production vice 
president, and Edward  Uihlein 
treasurer. Edward Emmer, one of 
the original founders of GBC back 
in 1937, remained temporarily as 
president, but soon relinquished 
this position to William Lane. 

Cost reduction. Before a plan for 
company growth could be imple- 
mented, operating costs had to be 
reduced to a level where they 
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management approach and a touch of luck. 





“To become a leader, you must break from traditional ways of doing things.” 


could be supported by current 
sales. 

The Lanes and Uihlein looked 
over the obstacle course and dur- 
ing the initial months of their man- 
agement tightened up costs at 
every opportunity. Then they con- 
ducted a thorough examination of 
the company’s sales mix—bindery 
operation, bindirig machines used 
by customers on a leased _ basis, 
and the metal and plastic binding 
supplies used in the machines. In 
making this study Lane used mar- 
ket research methods he had 
learned as a management consult- 
ant. 

The study confirmed William 
Lane’s initial conviction that the 
best earnings potential for the com- 
pany was in the sale of plastic 
binding machines and_ supplies. 
Plastic bindings can be produced 
economically and still provide good 
profit margins. The survey also 
confirmed the fact that the retail 
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bindery operation which GBC was 
running was actually in conflict 
with the company’s basic future in- 
terests. Its earnings were sporadic, 
and it tied up too much of the com- 
pany funds. It also tied up manage- 
ment time which could be more 
profitably used to develop new 
products and to create new ways 
to stimulate future growth. The de- 
cision that had to be made was 
obvious—sell the bindery. It was 
sold in 1949. Income from the sale, 
and the consequent reduction of 
operating expense, helped finan- 
cially to reinforce the company for 
the objectives it was now shaping 
for itself. 

New products. Meanwhile, Wil- 
liam Lane and his associates were 
working hard to develop compact, 
desk-top punching and binding ma- 
chines for use in offices and plants. 
To keep costs down, they did much 
of the design work themselves. 

By the time the bindery business 


was spun. off, GBC was ready to 


launch its new products. 

Before its new machines could 
be sold, however, the company 
faced another problem. The orig- 
inal GBC company had distributed 
punching and binding machines 
under a licensing arrangement to 
an assortment of customers who 
did their own’ binding operations 
with the equipment. 

There were perhaps 100 custom- 
ers who paid an initial license fee 
of $750 each plus an annual re- 
newal fee of $100 to operate this 
equipment. 

“If we are going to be leaders in 
this industry,” William Lane said 
to his partners, “we have to break 
with the traditional way of running 
the business. In order to avoid any 
legal entanglement involving the 
machines we now license to cus- 
tomers, let’s make them a present 
of the machines. Then we can go 
ahead and sell our new products 
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perhaps with less short term in- 
come but with the knowledge that 
we are opening new avenues for 
mass distribution of our new ma- 
chines.” 

When John Lane and Edward 
Uihlein voted in favor of this 
course of action, GBC quickly set 
the stage for a whirlwind campaign 
with the new machines that would 
either make or break the vigorous 
young management team. 

A great deal of time and ingenu- 
ity had gone into the new ma- 
chines. Moreover, the price was 
right. GBC had bought the older 
machines from other companies, 
and the cost was high because they 
were not mass produced. Now, in- 
stead of paying an initial fee of 
$750 plus the annual renewal fee 
without receiving actual ownership 
of the machine, a customer could 
buy a more advanced and compact 
model for only $300. 

The designs were owned by 
GBC, and the machines themselves 
were to be mass produced by Fred- 
erick Products, Chicago. Henry 
Frederick was a superb craftsman. 
His skill and the GBC designs 
combined to give General Binding 
a line of punching and binding ma- 
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chines that filled a growing need 
in business and industry. 

The GBC plastic bindings and 
supplies were manufactured in the 
company’s own plant on Belmont 
Avenue in Chicago. 

The greater number of machines 
in circulation, of course, the greater 
would be the demand for the GBC 
plastic binding element, which 
could be produced economically 
and had a good profit potential. In 
other words, GBC was selling its 
machines to create a demand for 
the plastic binding suppiles. 

Sales building. Meanwhile, the 
management team was confronted 
with the problem of how to mer- 
chandise its new products. Eventu- 
ally it was decided to establish a 
chain of dealers to sell both ma- 
chines and the plastic bindings. 

During this phase of develop- 
ment, in 1949, management concen- 
tration was placed almost entirely 
on building an effective dealer or- 
ganization. A national advertising 
campaign helped importantly in at- 
tracting new dealers and expand- 
ing sales. 

Sales began to climb. Earnings 
were plowed back to feed further 
growth. It has always been a basic 


tenet of GBC philosophy, says 
William Lane, to build the business 
and devote earnings to product de- 
velopment and constantly rising 
sales. The company’s sales topped 
$1 million for the first time in 1950 
and went over $5 million in 1956. 

In the meantime, the new man- 
agement team was doing well 
enough with the infant company 
that it was able to purchase the en- 
tire interests of other stockholders 
for $200,000 in 1950. The company 
was now the sole property of the 
Lanes and Uihlein, each of whom 
owned a one-third interest. 

Having presided at the amputa- 
tion of a principal source of in- 
come when it relinquished the li- 
censing arrangement, GBC now 
had to increase its share of the 
market as much as possible and as 
soon as possible. It had less than 
10% of the market and wanted 
more than 50%. All promotional ef- 
fort in sales and advertising was 
directed to securing new custom- 
ers for the machines. 

Meanwhile, President Lane per- 
suaded Henry Frederick to move 
his entire manufacturing facility 
and 25 employees into GBC’s plant 
on the north side of Chicago. In 
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line with its now firmly established 
policy of controlling all company 
operations, GBC soon absorbed 
Frederick Products out of its con- 
stantly growing earnings. Henry 
Frederick remained with GBC, first 
as superintendent of machine pro- 
duction and presently as a con- 
sultant. 

A place to grow. Lane now 
turned his attention to the physical 
properties of GBC. He had already 
been anticipating the day when the 
company would outgrow its Bel- 
mont Avenue quarters. His lease 
on the fairly dilapidated buildings 
would expire in 1953. 

Lane saw so many opportunities 
for growth (including the immi- 
nent establishment of foreign oper- 
ations ) that he wanted to conserve 
capital for operational use rather 
than tie it up in new buildings. So 
he decided to buy the old building, 
renovate it inexpensively to accom- 
modate the growing business, and 
make it serve the company’s needs 
for a period of three to five years. 

He and his partners already were 
shopping for a location for a new 
suburban plant. After careful in- 
vestigation over a period of three 
years, they started selective pur- 
chasing of property in suburban 
Northbrook, outside of Chicago. 
Eventually GBC acquired 32 acres, 
much more than needed for future 
expansion. 

“Our policy of controlling every 
facet of the business operation had 
worked out so successfully,” ex- 
plains Lane, “that I wanted to have 
control of the physical environment 
which would play an important 
role in our future development.” 

In 1956 John Lane withdrew 
from the management of GBC. 
He and his family lived in Mil- 
waukee, where he had extensive 
business interests, principally in 
real estate. He didn’t want to move 
to Chicago, and John concluded 
that GBC was now so large that 
he would have to devote his full 
time to it or withdraw. 

John’s stock was acquired by the 
corporation, leaving William Lane 
and Edward Uihlein as the sole 
proprietors of General Binding 
Corp., and its promising future. 
Lane now has working control of 
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the company and its management, 
and Uihlein serves principally as a 
director. 

Plant finance. Lane’s selective 
purchasing of the property in 
Northbrook for General Binding’s 
subsequent home reflects the same 
touch of success that has embel- 
lished most of his managerial deci- 
sions. The 32 acres, bordering 
Eden’s Expressway, had a value of 
about $6,000 an acre when Lane 
purchased the site about five years 
ago. Rapid expansion of Chicago's 
north suburban areas and the ten- 
dency in industry to decentralize 
its operations have increased the 
value of GBC land so sharply that 
it is now worth about $50,000 an 
acre. 

Lane needed $2 million to fi- 
nance the new plant he wanted to 
build. For the first time since he 
moved into GBC, he now had a 


project which could not be fi- 
nanced out of retained earnings. 
However, he wanted to retain own- 
ership for himself and Uihlein and 
turned down the easiest way to ac- 
quire new capital—public sale of 
GBC stock. 

Lane then went to the First Na- 
tional Bank of Chicago, where he 
was able to work out the $2 million 
financial problem on the basis of a 
mortgage, a term loan, and an ex- 
panded open line of credit for 
working capital requirements. 

GBC moved its entire manufac- 
turing and office operation into the 
big new plant on the Northbrook 
site in July 1957. Even dynamic 
William Lane, still a young man 
today at 42, could look back with 
a little awe, but continuing impa- 
tience, at the strides his company 
had made in 10 years. More impor- 
tant, however, he now had the ini- 


Even as president of a rapidly growing company, Lane continues 
to take part in the development of new products. 
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“From the beginning, our goal was to sell our products 


around the world.” 


tial physical plant needed to ac- 
commodate the sales goal he has 
set for GBC by 1970—a whopping 
$100 million. 


PROBLEM NUMBER 2: 


How to make good 
products sell better 


A switch from dealers to direct 
sales strengthens this firm’s 
control of its own destiny. 


= “From the beginning, our goal 
was to sell our products around the 
world,” says President William 
Lane of General Binding Corp. 
After the extensive re-organiza- 
tion at GBC, these products had 
evolved into a system of machines 
offering speed, economy and effi- 
ciency in the production of work 
related to a great variety of office 
and plant procedures, including 
accounting and personnel records, 
sales presentations and literature, 
business reports, technical data, 
catalogs, booklets and manuals. 
Among the best-selling machines 
in the system are the GBC General, 
a high-speed electric punching ma- 





chine; the Electro-Binder, which 
GBC claims is the world’s first all- 
electric binding machine, and the 
Automatic Instant Laminator, 
which seals important papers and 
other materials into a permanent 
coat of transparent plastic film in 
three seconds. 

The GBC plastic bindings, in a 
great variety of colors, are highly 
economical and permit pages to lie 
flat and turn easily. Moreover, all 
of the GBC equipment is engi- 
neered with simplicity of design 
that enables novices to operate it. 

Sales switch. General Binding 
originally sold its products through 
a dealer organization. However, a 
major policy crisis arose as a result 
of dealer inventories during the 
Korean war. The dealers had _ in- 
ventoried heavily in machines as a 
precautionary measure. Conse- 
quently, GBC sales to the dealer 
organization fell off sharply at the 
end of the war. Lane turned a criti- 
cal eye on the situation, and the 
management triumvirate reacted in 
its typically decisive fashion. 

“Because of our inability to con- 
trol our sales pattern sufficiently,” 
President Lane reported to his part- 


“To build a business, we developed a line of binding equipment, and related 
equipment, which fills a common business need.” 


42 


“«“ 


ners, “we are unable to fully shape 
our business destiny. Our dealers 
are good, but they don’t concen- 
trate entirely on GBC _ products. 
Some of them, for instance, are 
selling unrelated merchandise. Re- 
gardless of the temporary obstacles, 
I believe our best long range in- 
terests require direct selling by 
GBC salesmen and branches. This, 
of course, means we will have to 
terminate our present dealership 
sales arrangements.” 

As a result of this conference, it 
was decided that General Binding, 
as a start in the right direction, 
would organize direct sales organi- 
zations in Chicago, New York and 
Los Angeles. GBC immediately re- 
purchased the merchandise it had 
sold to dealers in those cities and 
created its own sales force in 1951. 
Salesmen were recruited through 
advertising and employment 
agencies. 

It had been GBC’s experience 
throughout its youthful history that 
one problem usually sired another, 
and this was no exception. When 
the word of the GBC sales re- 
organization in Chicago, New York 
and Los Angeles got around, there 
was a noticeable deterioration of 
dealer morale in other sections of 
the country. 

The ability of GBC management 
to follow a course that gave it com- 
plete control of its future was ap- 
parent once more. Although 150 
dealers throughout the country 
were involved, GBC quickly termi- 
nated its agreements, bought back 
its merchandise from the old dis- 
tributors, and launched a crash pro- 
gram to set up its own sales organi- 
zations. Lane personally handled 
this operation. 

As quickly as new branches could 
be opened, they were staffed by the 
salesmen in the GBC organization. 
The transition from dealerships to 
wholly owned sales offices was not 
as chaotic as Lane had reason to 
fear it might be. 

For one thing, there was a grow- 
ing demand for GBC preducts. The 
punching and binding machines 
were beginning to appear in ever 
greater numbers in plants and 
offices. Advertising was stimulating 

(Continued on page 88) 
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NLRB cases reveal 


What the union 


can’t do to you 


Especially now that Congress has put new teeth in labor legislation, you should 


know what constitutes union misconduct and what defense the law gives 


you against it. Here are some of the key facts, based on actual case histories 


which continue 


SE Ven a business- 
man finds himself involved with 
the National Labor Relations 
Board, more often than not he’s 
the accused, not the accuser. 

Usually he’s been charged with 
trampling on the rights of his em- 
ployees to unionize. Two N.L.R.B. 
charges are filed against employers 
for every one against unions. 

So it’s not hard to understand 
why many businessmen are con- 
vinced — as evidenced by letters 
they write to the board — that the 
N.L.R.B. is a union-loving instru- 
ment of oppression, created for the 
sole purpose of making life miser- 
able for employers. 

But it isn’t so, as many manage- 
ment men began to learn even be- 
fore Congress wrote a new law last 
month blunting some of labor's 
sharpest weapons. Now more than 
ever, the N.L.R.B., through the 
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newly amended Taft-Hartley law, 
can come to your aid when unions 
invade your prerogatives. 

You do have to ask for help, 
however. Contrary to common be- 
lief, the board is not self-starting. It 
can act only when you complain. 
Even then, it may take time to get 
justice. The board is always be- 
hind; cases often take a year and a 


to hold validity under the newly amended labor law. 


half to reach final decision. But an 
order barring future transgressions 
can be had if you're willing to pur- 
sue it. And under many circum- 
stances, you can get the N.L.R.B. 
to seek a court order, producing 
immediate relief. 

In May, MANAGEMENT METHODS 
presented 10 actual case histories 
from N.R.L.B. files, each demon- 


You can act when strange pickets appear 
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strating a pitfall in labor relations 
that might trip unwary employers. 
Here is the other side of the coin: 
more recent cases from the N.L.R.B. 
in which the employer sought— 
and got—a board decision against 
aggressor unions. These cases, of 
course, were decided before the 
new law was passed last month. But 
each case is still valid. 


- 


rath Lal Kn rT tASLIFC AL 
YOU CAN ACT WHEN: 


Strikers maul your employees 
= “The atmosphere was not that 
of a Sunday School picnic,” an 
N.L.R.B. trial examiner aptly wrote 
of a dispute between a Massachu- 
setts manufacturer and the Textile 
Workers Union of America. 

Testimony at the hearing showed 
these picket-line incidents in the 
course of the union’s strike: 
® A 200-pound woman. striker 
pinched a 125-pound non-striker so 
hard on her thigh that it left a 
bruise the size of a silver dollar. A 
few days later, her other thigh was 
similarly marked. 
= A young male striker pinned a 
girl non-striker against the wall 
when she tried to gain entrance to 
the plant. 
= A hefty woman picket threw a 
beer bottle at the plant owner’s car 
when he tried to drive in. Other 
pickets stoned a company truck, 
narrowly missing the driver. 
® Pickets walked in a circle on the 
sidewalk in front of the gate. When 
a non-striker would try to enter, he 
would have to walk through the 
center of the circle. On orders of 
the picket captain, the circle would 
then close in, and the non-striker 
would be shoved, elbowed and 
cursed. 

Strikers so behaved, the N.L.R.B. 
found, in an effort to deny other 
employees their right, guaranteed 
by Taft-Hartley, to refrain from 
striking. Some of the incidents were 
perpetrated by picket-line officials 
and others were condoned by union 
officers. Thus the union was re- 
sponsible for these actions, the 
board found. 

The board ordered the union to 
stop restraining and coercing the 
non-strikers by assaulting them or 
threatening to do so. Incidentally, 


Ad 


non-strikers filed some criminal 
charges in the local courts, but 
they obtained no convictions. 


An outside union stops 
your work 


" When a non-union contractor 
went to work on a huge sewer 
project in New Jersey, union rep- 
resentatives descended on him from 
all directions. 

An agent for the Operating En- 
gineers pointed out that he would 
like to have his men do any bull- 
dozing and shovel work on the job. 
A representative of the Tunnels 
Workers union wanted his men as- 
signed to do that sort of work. In 
all, four unions put in requests. 

When the contractor ignored 
them and assigned the work to his 
own non-union employees, the 
unions threw up a picket line. As a 
result, truckdrivers from neutral 
suppliers refused to deliver mate- 
rials, and the project was halted. 

The contractor filed a complaint 
with the N.L.R.B. under a section 
of the Taft-Hartley law that pro- 
vides: A union cannot engage in, 
or induce the employees of any em- 
ployer to engage in, a strike or 
concerted refusal to work if an ob- 
ject of the refusal is to force an 
employer to assign particular work 
to one union instead of another, 
one craft rather than another, or 
one group of workmen instead of 
another. Nor can the union picket 
to force an employer to hire addi- 
tional employees to do the dis- 
puted work. 

Under this section, which can 


bring speedy relief, the board can 
determine a dispute over what 
workmen should be assigned to the 
work in question. The board doesn't 
actually assign the work. But it de- 
cides whether a union is out of 
bounds by picketing to get the 
work. In this case, the board ruled 
that the unions were picketing un- 
lawfully, to win for their members 
the work the contractor already 
had assigned to his own non-union 
employees. 

A dispute determination is un- 
like other cases. When the charge 
of unfair labor practices is filed, 
the defendant union is notified at 
once. It has 10 days to reach an 
agreement in the dispute that is 
satisfactory to all parties. If this is 
not done, the charge proceeds and 
the board makes its determination 
—as it did in this case. Again, the 
parties have 10 days to notify the 
board that they will comply with 
the determination. If they do, the 
charge is dropped. If not, the orig- 
inal charge is processed. If the 
union is then found guilty of unfair 
labor practices, it is ordered to 
stop—and the board can go to court 
to enforce the order. 


YOU CAN ACT WHEN: 
Workers refuse to work 


= A California contractor was 
stymied in his work on a new high 
school when his carpenters refused 
to hang 155 doors the contractor 
had ordered from a Mississippi 
manufacturer. 

The carpenters’ reason: the doors, 
they complained, did not bear a 
Carpenter Union label, thus were 


wouldn’‘t hang the doors 
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not union-made. The contractor got 
an affidavit from the manufacturer, 
stating that they were indeed made 
by union labor, but this did no good. 

For nearly two weeks, the em- 
ployees politely but firmly refused 
all orders to hang the doors, ex- 
plaining that their union officers 
had warned them not to. 

Finally, the manufacturer of the 
doors complained to the N.L.R.B. 
(The contractor could have com- 
plained, too.) The board found 
that the union, from its lowest offi- 
cers to its highest, had unlawfully 
induced the contractor's employees 
to refuse to handle the doors. 

The union was ordered to stop 
inducing those workers, or the em- 
ployees of any employer anywhere, 
to cease work illegally. 

The Taft-Hartley ban on this 
inducement was strengthened in the 
new amendments. Before, it was 
unlawful for a union to persuade 
employees to refuse to handle cer- 
tain goods or refuse to perform 
services. The law said nothing about 
direct pressure on the employer 
himself. The new labor law closes 
the loophole by forbidding unions 
to “threaten, coerce or restrain any 
person,” thus halting pressure on 
employers, too. 

Immediate relief is available in 
this kind of offense, too. If a union 
is charged with this particular vio- 
lation, and if the regional N.L.R.B. 
official—in a preliminary inquiry he 
is required to make immediately— 
finds reasonable cause to believe a 
violation occurred, he must go to 
federal court for an injunction to 
stop the violation. This is only tem- 
porary relief, of course. The case is 
then processed through the regu- 
lar channels to a final board deci- 
sion. But the injunction is an im- 
portant means of halting an abuse 
that might otherwise put an em- 
ployer out of business while he 
waits for N.L.R.B. machinery to 
grind. 


YOU CAN ACT WHEN: 


The union snubs your 
negotiator 


"An employer association in 
Sikes ; ame 
Pennsylvania found its negotiations 
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for a new labor contract stymied 
when the union objected to the 
man the association had picked as 
its bargainer. 

Communications from the com- 
pany negotiator went unanswered. 
Union representatives refused to 
discuss strikes or grievances with 
him when they were in the same 
room together. 

The union’s reason: the associa- 
tion’s man had worked in various 
key jobs for the union for a decade. 
After quitting to go into business, 
he eventually became manager of 
the employer association with 
whom the union had bargained for 
many years. 

The union made this point: it’s 
unethical for a trusted, key agent 
to change sides, taking with him 
his confidential knowledge that can 
be used against his original em- 
ployer. So strongly did the union, 
the International Ladies Garment 
Workers, feel about this issue that 
its famed president, David Dubin- 
sky, wired the employer association 
that “it is established policy of our 
union not to deal with former union 
officials who leave the union to go 
over to employers’ associations.” 

But the N.L.R.B. disagreed. An 
employer is required by the Taft- 
Hartley law to bargain in good 
faith with the chosen agents of his 
employees. The union is obligated 
equally to bargain with the employ- 
ers chosen representatives. Unless 
there are extenuating circum- 
stances, it’s an unfair labor practice 
for either to try to dictate to the 
other who should be its represen- 
tatives. 


The board ordered the union to 
bargain with the association's 
spokesman and to stop trying to 
dictate who this spokesman would 
be. Mr. Dubinsky’s office was or- 
dered to rescind its policy and to 
notify all union bargainers through 
the union’s newspaper that it had 
been rescinded. 

However, a board official noted 
that the obligation to bargain with 
the other side’s spokesman is not 
absolute. He recalled that the 
courts once held that an employer 
was within his rights in refusing to 
talk with a union representative 
who was hostile and hurled in- 
cessant insults at company officials. 


YOU 


CAN ACT WHEN: 
You’re told to break the law 


= An employer in Massachusetts 
faced a real dilemma when the In- 
ternational Typographical Union 
insisted that a contract contain 
these provisions: that the foreman 
be granted exclusive rights to hire 
and fire; that he be a union mem- 
ber; and that the union’s general 
laws be made part of the contract. 

The employer knew that the 
union’s general laws require any 
union member to hire only fellow 
union members. Thus, the boss was 
being asked to turn over sole rights 
to hire and fire to the union itself. 
This amounted to a closed shop— 
illegal under the Taft-Hartley law, 
the employer realized. Similar 
agreements made by other employ- 
ers have cost them large amounts 
of menev when the N.L.R.B. caught 
up with them. (Turn to page 80) 
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by Joseph Palma Jr. and Gordon Knapp 


Palma-Knapp Associates 


How to design profits into your 


Industrial designers have stolen the concept of value analysis 


from its birthplace in engineering and manufacturing. They are 


making this concept produce big profit dollars through improved 


design of both consumer and industrial products. Here are a series 


of cases showing how value analysis improves product function, 


market, merchandising, manufacturing, materials and appearance. 


mu Apply value anal- 
ysis to the design of your product 
and you are likely to get two re- 
sults: lower production costs and 
higher sales. 

Dozens of recent examples prove 
that use of value analysis in indus- 
trial design can produce startlingly 
high profits. 

For example, designers went to 
work on the fast selling Skan pho- 
tographic exposure meter made by 
G-M Laboratories, Inc. By apply- 


ing value analysis to the meter case, 
they shaved material and produc- 
tion costs 75%. Even more impor- 
tant, the improved appearance of 
the new case boosted exposure 
meter sales by 90%. 

Impressed by these dramatic re- 
turns, G-M Laboratories ordered the 
designers to tackle the exposure 
meter itself. Result of the new de- 
sign: no increase in production 
cost, but another increase in sales 
—up 40% this time. 
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Joseph Palma Jr. (left) earned his bach- 
elor of science degree in architecture 
from Armour Institute in 1932. He de- 
signed displays for Chicago’s Century 
of Progress in 1933. Subsequently, he 
was trith Montgomery Ward's product 
design department from 1934 to 1938, 
becoming chief designer in 1937. He 
has been in private professional design 
practice since 1939, joining with J. 
Gordon Knapp (right) to form Palma- 
Knapp Associates in 1947. Knapp 
studied mechanical engineering at 
Northwestern University. He served 
in product engineering, production, 
process engineering, quality control, 
and sales in several corporations. 


What value analysis is 


Value analysis can be described 
as the ratio of utility to price. The 
concept originated in the engineer- 
ing and manufacturing fields where 
efforts were made to increase value 
without increasing cost, or to main- 
tain value and cut cost.* 

Now: value analysis is bringing 
a major change in industrial de- 
sign. Instead of thinking of product 
design in terms of “better corpor- 
ate image, “improved product styl- 
ing,’ or even “planned obsoles- 
cence,” designers who have turned 
to the value analysis approach now 
think of one thing only: profits. 
Guided by the thoroughly practical 
concept of value analysis, such de- 
signers are able to work effectively 
with company engineers and sales 
personnel to produce a significant 
contribution to profit. 

In working toward this goal, the 
designer considers two aspects of a 
product's value: real value and ap- 
parent value. 

Real value includes an analysis 





*See “You can slash costs 25% with value 
analysis,“ MM June 1958. 
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VALUE ANALYSIS 


product with value analysis 


of the product’s function and what 
it costs to produce it. 

Take a farm tractor, for example. 
Is it possible to improve its real 
value by lowering the center of 
gravity so it wont tip over? Is it 
practical to regroup the controls 
for operating convenience? Can a 
rear-view mirror be added to make 
it easy for the operator to check 
his work without turning in his 
seat? Can the motor horsepower 
be increased for better pulling 
power? 

These may appear to be essen- 
tially engineering considerations, 
but where questions of function are 
involved, the industrial designer 
who can apply value analysis can 
play an important part. He does 
this by combining his knowledge 
of engineering and production with 
his mastery of merchandising tech- 
niques. 

Thus, he does not view the ques- 
tion of relocating controls solely in 
terms of mechanics and production 
costs, though these are important 
factors. In addition, he considers 
them as possibly adding to the 
sales appeal of the product. If re- 
location of controls is desirable but 
the cost is too high, then his ex- 
perience enables him to propose 
alternatives which will produce the 
desired result at no cost increase. 

Moving on to the factor of ap- 
parent value, as distinguished from 
real value, the industrial designer, 
in cooperation with sales person- 
nel, considers ways to add to the 
merchandising appeal of the pro- 
duct without adding to cost. In 
doing this, he studies questions 
such as, “Is it worth the extra 
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cost to make the part of plated 
metal, or would a plastic part be 
preferable?” or, “How much value 
will a three-dimensional plastic part 
add to the product?” 

The number of analyses required 
clearly takes industrial design out 
of the hands of amateurs and puts 
it in the realm of the experts, where 
management should insist it re- 
main. 

Some examples may help you see 
more clearly how value analysis can 
be used in industrial design to cut 
costs and build sales. These ex- 
amples cover the primary elements 
called for in every industrial design 
decision: function, market, mer- 
chandising, manufacturing, mater- 
ials, and appearance. 


Function 


In considering product function, 
the designer asks: What is this 
product supposed to do? Is it do- 
ing it? Are there ways to do it 
better? 

These questions were asked 
about a small hand microphone 
made by Shure Brothers, Inc., for 
various types of sound and record. 
ing equipment. The case was rece- 
signed, adding to the product's 
apparent value. At no increase in 
cost, a folding wire stand was 
added, enabling the microphone to 
stand on a table as well as be held 
in the hand. This was a solid addi- 
tion to real value. 

In another case, there was a 
problem of operating X-ray equip- 
ment produced by the Mattern 
X-Ray Division of Land-Air, Inc. 
The original equipment was de- 
signed by people who wore no 





BEFORE 

Above is a Shure Brothers, Inc. micro- 
phone before industrial designers 
studied it. Below is the same model as 
redesigned with value analysis. 

AFTER 
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gloves. Trouble was, the radiolo- 
gists who used the equipment al- 
ways wore thick lead-filled gloves 
which made it difficult to manip- 
ulate the controls. 

In redesigning the equipment for 
appearance’s sake, the controls 
were made to fit the operating re- 
quirement of the lead-gloved doc- 
tor, at no increase in cost. Again, 
the real value of the product was 
increased by an improvement in 
function. 


Market 


Product design is intimately re- 
lated to what the market expects 
and is willing to pay. A tempera- 
ture recorder with jeweled decora- 
tions would have no appeal in the 
industrial market. But omit the 
jeweled decorations on a woman’s 
compact and sales will be ad- 
versely affected. 

The question of market was an 
important one in the case of an 
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This squarish knife 
sharpener was made to 
sell for $10. Industrial 
designers disagreed 
with both the design 
and price. 


Redesigned, the product 
sold two million at 
$14.95 each. It was 
changed from a utility 
to a gift item, which 
justified the higher 
price, 


electric knife sharpener originally 
developed by G-M Laboratories, 
Inc., and since marketed by Cory 
Corp. G-M engineers designed the 
sharpener to be made of standard 
parts and to sell to the kitchen 
market at $9.95. 

The industrial design firm called 
in by G-M disagreed with the mar- 
ket analysis, the design, and the 
price. 

“No husband is going to pay $10 
for an electric knife sharpener 
when he can buy an ordinary 
sharpener at the hardware store 
for a quarter,” the designers said. 
“We suggest upgrading the prod- 
uct to sell as a gift item, even if 
it means going to special parts and 
a higher price.” 

Since a higher price would cover 
the cost of redesign and produc- 
tion with special parts, the com- 
pany agreed. Immediately Cory 
bought the rights to the product 
as redesigned and proceeded to 


sell two million of them at $14.95 
to the gift market. 

“While no family would buy the 
sharpener for itself, millions of 
relatives and friends bought them 
to give to others,” the company 
explains. 

Market analysis affects industrial 
products as much as or more than 
others. In the belief that industrial 
buyers are hard-headed men, not 
interested in anything but basic 
function and price, most companies 
stick to nuts-and-bolts design. 

However, the industrial buyer is 
just as appreciative (and suscepti- 
ble) to good design as the house- 
wife is. As a matter of fact, the 
industrial buyer in the factory who 
claims design is not important is 
usually the man who drives a high- 
styled car and wants the latest 
appliances in his home. 

Ditto, Inc. found that women 
office personnel often played a part 
in the decision to purchase dupli- 
cating equipment. In bringing out 
a new line of duplicators, the com- 
pany purposely added _ two-tone 
color styling and a clean new look 
to catch the female eye. The sales 
results reported by the company 
have been gratifying. 


This 30-inch router made by 

Onsrud Machine Works, Inc. was costly 
to manufacture and assemble. 
Controls were widely scattered. 
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In a more technical area, the 
Hills-McCanna Co. recently 
brought out a new line of meter- 
ing pumps for industrial installa- 
tion. Such pumps are normally 
used in relatively dirty areas where 
soil and grime quickly obscure 
any design merit. However, the 
pumps are first sold on a showroom 
floor where appearance counts. 

To attract the showroom buyer, 
the Hills-McCanna model was 
given a sleek aluminum hood to 
conceal the working parts and to 
give the equipment a compact, 
well-designed appearance. Early 
sales for the new line are exceed- 
ing the company’s expectations. 


Merchandising 


The way a product is sold has a 
lot to do with the way it is de- 
signed, packaged, and displayed. 
Industrial products sold through 
catalogs, warehouses, and personal 
demonstration perhaps do not re- 
quire as much_ merchandising- 
oriented design as do consumer 
products. 

O'Cedar Division of American- 
Marietta Co. faced a difficult mer- 
chandising problem with its Every- 
Which-Way floor mop. If the pros- 


AFTER 
Redesigned, the machine costs 

15% less to manufacture and its sales 
have shot up 100%. Controls were 
regrouped for convenience and safety. 
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pect took the mop out of the dis- 
play rack to try it, the mop would 
become dirty and could not be 
sold. If the prospect was not al- 
lowed to try the mop, the “every- 
which-way” feature could not be 
demonstrated and sales would fall. 

The industrial design firm hit on 
the idea of packaging the mop 
head in a rigid but inexpensive 
transparent plastic case. The top 
of the case would be molded to 
accept the mop handle. In this way, 
the prospect could demonstrate the 
mop while the mop head was still 
in the package. 

In another O’Cedar problem, the 
design firm developed a new mer- 


BEFORE 





chandising rack to display mops 
and brooms in supermarkets. With- 
out such a rack the store manager 
would pile the merchandise in ran- 
dom barrels or boxes. 

Numerous designs were made 
and tested on location. The deci- 
sion to use a more expensive rack 
was based on the fact that this rack 
moved more merchandise than any 
other. In stores where $30 to $40 
worth of goods were moving 
weekly, the new rack shot sales up 
to $135 a week. 


Manufacturing 


Manufacturing is generally 


thought of as strictly an engineer- 





AFTER 


Two-tone color styling and clean lines, designed 

to appeal to the woman office worker, transformed 
Ditto’s duplicator. Sales are well ahead of the 
previous equipment. 
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BEFORE AFTER 





Department store buyers would not order the scale at left because it lacked 
design distinction. When redesigned, the same scale was ordered by 
Marshall Field, Lord & Taylor and other prestige outlets. 


ing function. Yet the technically 
trained industrial designer, by vir- 
tue of his training and exposure 
to a variety of problems, can often 
make important contributions in 
this area. 

This was the case when an in- 
dustrial design firm was given the 
job of redesigning a 30-inch router 
for the Onsrud Machine Works, 
Inc. Both designers and Onsrud 
engineers worked on the problem. 
Cast doors were replaced by sheet 
metal panels which reduced ma- 
chining. Controls were regrouped 
for easy access, safety, and con- 
venience, adding to real value. Sur- 
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Skan exposure 
meter was 
reasonably well 
designed and sold 
reasonably weil. 
B3ut application of 
value analysis 
cnanged the design 
to increase 

sales 40%. 
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face finishing of the work table was 
simplified. 

Result: By cutting machining 
and assembly time, manufacturing 
costs were reduced 15%. At the 
same time, the enhanced appear- 
ance of the new router sent sales 
up 100%. 

For a laboratory oven made by 
Precision Scientific Instrument Co., 
the industrial designers made a 
number of manufacturing changes. 
A one-piece wrap-around sheet 
took the place of former separate 
top and sides. Spot welding substi- 
tuted for screws. Simple brake 
bends eliminated notching and 


AFTER 


welding. Other parts were stand- 
ardized to reduce inventory and 
make better tooling economical. 
Real value was improved. 

These changes resulted in a cost 
reduction of 50% on the doors 
alone. Thirty per cent fewer parts 
were needed on the oven as a 
whole. Better appearance increased 
sales 49%. 


Materials 


Proper selection of materials for 
a product can affect manufactur- 
ing, appearance, function, and even 
handling costs. Many times a ma- 
terial selected at first on the basis 
of expediency turns out to be un- 
satisfactory and costly. 

A case in point is a loudspeaker 
made for drive-in theaters by Mo- 
tiograph. Originally made of die 
cast metal, the speaker case was 
brittle. If a car pulled away with 
the speaker still attached, the con- 
necting cord would cause the 
speaker to jerk loose, fall, and 
break. A change to a case of high 
impact plastic solved the problem 
and reduced costs. 

Considerable savings in manu- 
facturing and shipping were made 
by the Emil J. Paidar Co. in its new 
barber chair. Ancdized aluminum 
extrusions were substituted for cast 
iron. This eliminated polishing, fin- 
ishing, and plating operations. It 
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also cut the weight of the chair and 
reduced shipping costs, in some 
cases as much as $14 per chair. 


Appearance 


In every case of industrial de- 
sign, appearance is involved. Ap- 
pearance is probably the most com- 
mon single reason why manage- 
ments call in industrial designers. 
Yet without being related to other 
factors in value analysis, appear- 
ance design alone can be costly. 

There are exceptions, of course. 
There is little you can do with a 
mop or a broom, yet O’Cedar is 
able to maintain its leadership in 
the field by designing for merchan- 
dising impact. Recently its design 
consultant detected a partial resist- 
ance to the pastel plastics now 
popular in the broom field. 

Instead, it suggested using pure 
white plastic for the bristles and a 
copper metallic plastic for the 
head. The change made the broom 
a stand-out in a rack of pastel plas- 
tics, and sales rose immediately. 
Redesign had given the broom in- 
creased apparent value. 

In all of the examples previously 
cited, appearance played the major 
role in building apparent value, the 
desirability created in the mind of 
the buyer. This apparent value is 
necessary to attract attention, stim- 
ulate interest, build desire, and 
lead to buying action. Without ap- 
parent value, management can cut 
costs to the bone and still nave an 
unprofitable, unsaleable product. 

It is quite likely that appearance 
will continue to be the most power- 
ful reason why industrial design 
firms are retained. The history of 
industrial design began with the 
attempts of former architects, art- 
ists, and scenic designers to apply 
their talents to industry. 

Later, these talented artists be- 
gan to learn production. Today, the 
rise of value analysis has given 
these firms the opportunity to 
achieve good design and practical 
production at minimum cost. 

This is something management 
should expect of the industrial de- 
signer, whether he be a staff man 
or a consultant. @ 
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by Lee Adler 


Client Service Director 
Market Planning Corp. 
New York 


How to improve 


your selection of 


advertising media 


How well your ads work depends partly on how well you 


select advertising media. Put good ads in the right 


places and they'll produce good results. This article tells 


why so many ads end up in the wrong place—and 


what to do about it in your company. 


me Selection of adver- 
tising media commands attention 
from top management in many 
companies. 

The reason is simple: allocations 
for print space and air time absorb 
the lion’s share of most advertising 
budgets. And there are no abso- 
lutely scientific criteria for measur- 
ing the relative effectiveness of one 
medium over another. 

This leaves lots of room for ex- 
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ecutive judgment, skill and experi- 
ence in making media decisions. 
The trouble is there’s an equal 
amount of room for emotional fac- 
tors and personal preferences to 
color these decisions. 

Take the case of a large Ohio 
manufacturer of semi-finished in- 
dustrial goods. This company re- 
cently became concerned with its 
static media pattern. Its manager 
suspected that habit and resistance 
to change were playing too large a 
part. In a confidential interview, 
this company’s marketing manager 
admitted: 

“Yes, habit does affect media 
decisions. Once you make a deci- 
sion you tend to stick with it un- 
less you're proven wrong. It’s harder 
to make a change than to go along 
with what you have been doing.” 

On the other side of the coin, 
impatience can be just as damaging 
to a sound media plan. As the ad- 


vertising manager of a grocery 
products distributor said: 
“Sometimes results are looked 


for too early, and often six months 
or a year are not enough to reflect 
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the movement of your product gen- 
erated by a specific media cam- 
paign, so there is restlessness to try 
something else, which could be con- 
sidered change for the sake of 
change.” 

But these are only a few of the 
factors which bias media planning. 
The examples above are drawn 
from the continuing studies of the 
dynamics of the media selection 
process sponsored by Printers’ Ink 
and conducted by Market Planning 
Corp. These studies, employing 
depth interviews with advertising 
agency and client executives in all 
industries across the country, have 
highlighted a number of instances 
of curious media choices. 

There is the example of one re- 
spondent—well-placed in the mar- 
keting management of a soft goods 
manufacturer—who admitted to be- 
ing influenced by the personal lik- 
ing he had for a media representa- 
tive. Here are his own words: 

“Personal factors are involved in 
media selection—in some cases to 
the point of controlling it. I can 
give you the example of one case 
where retired 
from Magazine A. He held adver- 
tisers by his personality. I shifted 
then to Magazine B because I liked 
the man better .. .” 

There is the equally curious in- 





stance of a cosmetics firm, whose 
advertising manager discussed the 
media selection procedures of his 
company at great length in one sur- 
vey. In referring to switching from 
newspapers to television, he care- 
fully traced the progress of the 
idea from its inception as a man- 
agement suggestion, through an 
agency recommendation, referral to 
the advertising committee, analysis 
by that committee, and recommen- 
dation to the president, who re- 
ports to the chairman of the board. 
All very logical and clear-cut—the 
full marketing team in action! Then 
the advertising manager added: 

“Now do you want to know what 
really happens? It’s all up to the 
owner of the company. He doesn’t 
like newspapers—and he likes tele- 
vision. So we're in television. And 
if you put that in your survey, I'll 
shoot you!” 


Systematizing media selection 


Advertisers and agencies agree 
that media selection is still not the 
science they would like it to be. 
There are many variables involved 
and they keep changing in nature 
and intensity. “That’s why,” said 
one executive interviewed, “even if 
we had the biggest computer in the 
world whirring and clicking away 
for us, we still couldn't get usable 





Person(s) having 


HOW MEDIA DECISIONS ARE MADE 
Question: Who has the final say in media selection? 


Answers (drawn from a study by Market Planning 
Corp.): 


% of % of 
consumer _ industrial 
goods goods 


final say: executives executives 
Top executive(s) at advertiser 54% 51% 
Advertising manager 28 26 
—_ Agency and advertiser 9 17 
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decisions out of it. Sound decisions 
still demand judgment, experience 
and plain old common sense.” 

But we can help get sounder de- 
cisions by trying to remove at least 
a few of the obstacles suggested 
above. As a contribution to the so- 
lution of some of these problems, 
the media decision making studies 
show that companies are taking a 
number of steps. Three of these 
steps pertain to the systematization 
of the function of media selection 
—within the larger sphere of adver- 
tising and marketing activities—so 
that it can operate more smoothly 
and effectively. 

Before reviewing these three 
steps, it is important to see them in 
the proper perspective. Media selec- 
tion, we must re-emphasize, is a 
fundamental and enormously com- 
plex process. A host of factors must 
be weighed—the product itself, cre- 
ative stategy, budget available, me- 
dia values relating to presentation 
of product and sales message, media 
cost comparisons (a_ particularly 
complicated subject), market  sta- 
tus, competitive position and com- 
petitors’ activities, and so on. 

Because of the intricate interre- 
lationships between all these de- 
terminants, it must be stressed that 
there is almost never an easy an- 
swer to choosing media. By the 
same token, there is no easy answer 
to organizing methods and _pro- 
cedures for media decision making. 
Our surveys show that many com- 
panies are aware of these difficul- 
ties. Therefore, they are pursuing 
the following three measures, not 
with the thought that they are a 
cure-all for a knotty problem, but 
rather with the realistic goal of 
partially unraveling the knots. 


1. Set concrete marketing 
objectives. 


Markets need to be defined care- 
fully. Customer profiles need to be 
outlined. Customer shopping and 
use habits need to be understood. 
Only after this, executives agree, 
can reasonable objectives be set, 
and the strategy and tools of attain- 
ing them delineated. Advertising 
media are a part of the marketing 
strategist’s tool kit. Media selec- 
tion, respondents observe, does not 
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solve a marketing problem. Rather, 
media selection flows from the 
prior solution of a problem. 


2. Obtain the facts on media 
and markets and communicate 
them all to the participants 

in the media-selection process. 


This step calls for commission- 
ing market research and ferreting 
out data from secondary sources 
and from media. In _ particular, 
what seems to be needed here is a 
new order of relationships between 
advertisers and media. Advertisers 
feel that media need to prepare re- 
search reports and other literature 
tailored to the needs of their vari- 
ous recipients as much as possible. 
Company advertising managers 
and their agencies need to fight for 
more objective planning. But once 
media live up to their side of the 
bargain, it behooves companies 
and agencies to cooperate in two 
ways. They need to guide media in 
uncovering the right facts. And 
then they need to use the facts that 
media presents. 

Here's a specific example to illus- 
trate the above two steps: 

A firm offering a service for 
home owners had a simple sales 
goal. All it wanted was to sell as 
much of the service as possible. 
The trouble with this all-too-com- 
monly heard goal is that it is too 
general. The company believed all 
home owners were _ prospects. 
Hence, the only method the firm 
had for pinpointing its market tar- 
get, and for choosing media, was 
that of aiming at any and all home 
owners. 

Later on, the company reported, 
market research, coupled with data 
from media, showed that there is 
an enormous concentration of po- 
tential customers among families 
owning homes priced at over $30,- 
000. The management team of this 
company then held a series of meet- 
ings to weigh these findings and 
forge a new marketing plan. The 
sales goal was not defined more spe- 
cifically so as to concentrate mar- 
keting efforts on this crucial market 
segment. As a result, it was pos- 
sible to request media data having 
greater utility—and then to select 
media with greater precision and 
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with greater resultfulness. In the 
first half of 1959, this firm’s inquiry 
rate from couponed space adver- 
tising and from direct mail was up 
22 percent and sales were up 14 
percent. 


3. Use the talents and skills of 
all members of the management 
team to best advantage by 
formulating a policy of phased 
responsibility for media 
decisions. 


To begin with, top executives 
have a vital role to play in certain 
circumstances. The experiences of 
companies in the survey samples 
which have systematized the me- 
dia-selection function highlight the 
following logical situations requir- 
ing the participation of key officers: 


= When corporate policy is at stake. 
This is a fundamental area of exec- 
utive action, of course. 

= When over-all marketing strat- 
egy is involved. Obviously, only the 
top echelon has a broad enough 
picture of the company’s operations 
to be able to decide a media matter 
that will affect corporate strategy. 
= When new or unusual problems 
of considerable importance arise. 
For example, top managements of a 
number of companies reported that 
they make it a point to review mar- 
keting and media plans for all new 
products introduced. Similarly, the 
new managements of merged firms, 
as part of integrating operations, 
have insisted on reviewing market- 
ing and advertising programs. 

= When the proposed media ex- 
penditure is sizable. Some firms set 
a dollar amount above which each 
choice requires management ap- 
proval. No one figure can be cited 
here. It will depend on a firm’s over- 
all advertising appropriation. 

= When advertising is an espe- 
cially important marketing tool. 
For example, the higher echelons 
of producers of soap, cereals and 
other low priced, mass-consumed 
packaged goods items are far more 
concerned with media selection 
than manufacturers of turbines, in- 
dustrial chemicals and similar prod- 
ucts. Top management in both 
groups, however, have the “final 
say” more often than other execu- 
tives (see chart, page 52). 


Define executive roles 

Many companies are reducing 
the conflicts, confusion and dis- 
ruptive effects of emotion by evolv- 
ing written policies to spell out the 
different roles of their officials, and 
of their agencies’ officials. Follow- 
ing are three guideposts for work- 
ing out such a policy. These guide- 
posts have to be modified to suit 
individual companies’ needs. 

They are not intended to imply 
a divorcement of one function from 
the other. On the contrary, these 
functions are closely related and 
all members of management and 
appropriate agency officials con- 
tribute to each. The separation of 
these functions is intended to indi- 
sate where the weight of decision- 
making lies in each instance. Taken 
this way, these guideposts can be a 
helpful jumping-off point. 


1. Top management decides on how 
much for advertising. 

In making this crucial decision, 
these key men rely naturally on 
recommendations from their adver- 
tising executives and agency. They 
are also responsible, as noted, for 
the relationship of media strategy 
to corporate policies and objectives. 
Their role is to review and approve 
rather than select media. 

2. Marketing management decides 
where and what to advertise. 

Here, specialized knowledge of 
the marketing and sales managers 
comes into play, including markets, 
consumers’ product preferences, 
buying potentials, distribution, sales 
and merchandising techniques. 

3. Advertising management reviews 
plans on how to advertise. 

Ordinarily, detailed advertising 
plans are submitted by the adver- 
tising agency, and the media spe- 
cialist is represented with proposals 
for Magazine A, Radio Station B, 
etc., which conform to the broad 
scale specifications given to him by 
his associates. Our surveys reveal 
that this is the area where manage- 
ment sometimes injudiciously sways 
decisions to favor personal tastes, 
because of a lack of the specialized 
techniques used to appraise media. 

By organizing for media selec- 
tion, these whimsical practices can 
be reduced, and, to this extent, the 
growing sums invested in adver- 
tising invested more effectively. @ 


53 














How to plan a home 


for a computer 





Costly mistakes have been made repeatedly 


when companies plan space for computer 
systems. You can avoid these mistakes 

if you follow some simple planning guides 
regarding floor strength, air-conditioning 
needs, power requirements, and provisions 


for expansion. Here are the facts. 


by Francis K. Green 
| Director of Design 
| Air Research Associates 
New York 


me =f you are going 
to house a computer system—either 
now or in the future—youd better 
face two facts right away. 

1. You will need a special kind 
of space. 

2. You will need a lot of it. 

Many companies overlook these 
two facts. Because they do, they 
run into unnecessary expenses and 
headaches when they install a com- 
puter system—or when they expand 
it. 

Consider a classic example. 

An import-export firm in New 
York took a two-year lease on office 
space where it wanted to install a 
computer system. 

But when it came to the installa- 
tion, the company found that the 
space was not suitable for a com- 
puter system. The room height, as 


MANAGEMENT METHODS 








aoe lat el be 






































































AEN, a OEE es 


eee oe 


in most metropolitan office build- 
ings, was eight feet from finished 
floor to finished ceiling. Engineers 
told company officials that their 
computer, like most, required a 
raised floor with a minimum height 
of seven inches. If the floor were 
raised, the room height would be 
cut to seven feet, five inches. 

The company also learned that 
computer systems require five or 
six times as much air conditioning 
as is normally provided in an office. 
To accommodate the additional air 
ducts, a new ceiling five inches 
lower than the existing one had to 
be hung. That would drop the room 
height to seven feet. The firm de- 
cided the room would be too low 
for comfort. 

Computer system engineers rec- 
ommend these four steps before 
you assign space for a computer. 
® Check the floor strength. 
® Determine air conditioning re- 

quirements. 
® Plan for electrical power. 
® Provide for expansion. 


Check floor strength 


Computer machinery is heavy. 
It sometimes has point loads as 
high as 800 to 1,000 pounds. 

Most office floors above the sec- 
ond story are built to support floor 
loads of only 50 to 60 pounds per 
square foot. 

One company failed to consider 
this fact. 

It leased space in a new building 
without much thought about the 
specific space needs of its soon-to- 
be-delivered computer system. 
When men came to install the com- 
puter, they found the floor far too 
weak to support it. 

Computer system suppliers say 
that some of the computer's weight 
can be distributed. However, the 
size of the office determines just 
how far the weight can be spread. 
And weight distribution sometimes 
comes at the expense of ceiling 
height. 

In some cases, it is impossible to 
install a computer system—no mat- 
ter how evenly the weight is spread 
—because the building steel itself is 
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Special power requirements call for a 


RAISED FLOOR 





This room, being adapted for a large utility's computer center, illustrates 

some of the problems faced by companies that decide to automate. 

Note the power supply and distribution cables that must be housed beneath 
the raised floor plus the large area this firm has allotted its computer system. 
Where multi-story buildings are concerned, companies must also be certain 
that the permanent flooring on upper floors will be able to support 

heavy equipment. 


Extraordinary air-conditioning demands require a 


DROPPED CEILING 





Here is an installation of a raised floor and dropped ceiling. Auxiliary 
computer equipment goes in the subfloor area. When the floor is completed, 
lifting individual floor plates gives instant access to the subfloor area. 

Note adequate floor-to-ceiling height. 
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too light to carry the load. 

Since many firms are using com- 
puters, some businessmen ask why 
builders don’t construct buildings 
strong enough to permit installation 
of a computer system anywhere in 
a building. 

There are two reasons why they 
don't. 

1. The cost would be prohibitive. 

2. Even if every tenant had a 
computer, the total area used by all 
the computers would probably ac- 
count for only one-tenth of the total 
floor space. 

Some building owners have 
solved the weight problem. They 
offer firms in offices above the sec- 
ond floor space in the basement 
and first floor for their computer 
systems. 


Determine air conditioning 
requirements 


If an air conditioner in an office 
breaks down, office workers can 
“sweat it out.” 

Computers can't. That’s the 
reason most companies that have 
computer centers install a separate 
air-conditioning system for the 
computer room. 

Often a separate air-conditioning 
system can create expensive 
problems. 

One company that had offices on 


INSTALL A RAMP 


Getting heavy computing 
machinery into a computer 
area quickly and easily may 
require advanced planning. 
Here a ramp is being made 

in a “floating floor” so that 
machinery can be rolled 
onto the finished floor. 
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the 17th floor of a 30-story build- 
ing installed its computer center in 
the basement. 

A cooling tower to throw off the 
heat the computer produced had 
to be placed on the roof. (A few 
building owners will permit cooling 
towers to be placed on ledges and 
offsets of the building, but most 
will not.) 

This meant cooling tower lines 
had to be run up 30 stories. Extra 
heavy pipe, condensers and other 
costly equipment were required. 
What's more, the firm had to pay 
the costs of winterizing the cooling 
tower since the relatively small 
amount of heat released from the 
tower was not enough to keep the 
water from freezing. 

A location that required less elab- 
orate air conditioning could have 
have saved this company a great 
deal of money. 

Air-conditioning consultants rec- 
ommend installing as much spare 
machinery as is practical in the air- 
conditioning plant of a computer 
system. It’s a precaution against 
having to stop the computer be- 
cause of air-conditioning failure. 

Since computers are rented at 
$350 an hour and up, any stoppage 
is expensive. One hour shutdown 
time, for instance, will buy and 
install a standby pump. A shut- 


down lasting one week would cost 
almost as much as an entire air- 
conditioning system. 


Plan for electrical power 


A brokerage house forgot to look 
into the electrical power required 
by a computer and an air-condi- 
tioning system. Result: the firm 
was charged $50,000 to get the nec- 
essary power in the room where it 
had installed the computer. 

Computer systems require a tre- 
mendous amount of electrical en- 
ergy for continued operation. Ex- 
perience shows that many areas 
otherwise suited for computers do 
not have the electrical capacity 
necessary to supply them. 

If the area does happen to have 
the power capacity to keep a com- 
puter system going, it might not 
have enough to supply air-condi- 
tioning machinery as well. It’s wise 
to check before you move in. 

Keep the power for the computer 
equipment on a separate feeder line 
from the rest of the electrical lines. 
That's what the experts recommend. 
This eliminates line transients— 
other equipment which, when used 
periodically, would drain power 
going to the computer. 

If the computer's power supply 
is lessened, the computer does not 

(Continued on page 100) 
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How letters can 
multiply your 
sales wallop 











Letters can solve many sales problems for the sales manager 


and sales force alert enough to use them wisely. Here are 


specific examples of how simple letters can be used to 


increase sales and lower sales costs. 


by Ted Pollock 


murmurs For your sales 
force, a four-cent postage stamp 
can be the ticket of admission to 
the biggest sales help bargain in 
the world today. 

Properly used, sales letters are 
an unbeatable selling tool. While 
you sleep . regardless of the 
weather or traffic . . . past the icy 
stares of the sternest receptionist or 
secretary—a letter will speed your 
sales message to the man you want 
to reach. It can cut down costly 
legwork, double or triple your com- 
pany’s “customer exposure,” and do 
a bang-up public relations job for 
you. 

And don’t overlook the extra wal- 
lop packed by a well aimed letter. 
Composed at leisure, it allows your 
salesman to marshal his facts and 
present his proposition in the most 
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persuasive possible way. A sales 
letter commands attention because 
it engages the eyes, the hands, the 
ears. A sales letter is iasting, as is 
the impression it makes. It may be 
read and reread by a dozen differ- 
ent people and then filed away and 
perhaps read again months after- 
ward. 

In short, a letter can be as pow- 
erful an “open sesame” to a closed 
mind as it is to a closed door. 

How? 

Like this: 


Make appointments 


Better face it: to the average 
prospect, your salesman is just one 
of many who compete for his at- 
tention monthly. 

Before any selling can be done, 
your salesman must first sell him- 


self. What better way is there for 
him to pre-sell himself than with a 
letter preceding his sales call? ‘The 
letter can whet the prospect’s ap- 
petite, set the stage for a favorable 
reception and separate the sales- 
man from the faceless competition. 

As an example, consider this let- 
ter written by a sales representa- 
tive for a truck leasing firm to a 
furniture manufacturer: 


Dear Mr. Carter: 

Unless I’m absolutely crazy, Johnson 
Furniture is losing at least $17,000 a year 
on its trucking operation, according to a 
little arithmetic I did this morning. 

I want to show you these figures as 
well as an unbelievably simple way to 
wipe out your repair bills entirely and 
every bit of down time due to breakdowns. 

If my figures are right (and knock them 
apart if they aren't), then my visit may be 
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P.S. 


Like your product —like 
yourself — your letters 
will do a better selling 
job if their packag- 
ing is attractive. These 
attention-grabbers 
have worked for many 
salesmen: 


AIR MAIL 





SPECIAL DELIVERY 





BULKY ENVELOPE 











worth about $1,000 a minute to your com- 
pany. 

Would next Tuesday at 10:30 suit you? 
I'll phone your secretary this Thursday 
and if another time is better for you, 
please have her tell me. 

Sincerely 
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If you were that prospect, could 
you disregard that letter? Almost 
certainly not. 

Notice what it manages to do 
within its four short paragraphs. 
Paragraph one immediately  gal- 
vanizes the reader's attention with 
important news—his company is 
losing a considerable amount of 
money. The salesman has even 
taken the trouble to determine the 
approximate size of the loss. It is 
apparent at once that the writer of 
this letter is no mere order-taker, 
but a benefit-minded, customer- 
oriented salesman. 

Paragraph two teases the reader 
with the promise of an easy solu- 
tion to his problem, at the same 
time spelling out precisely what the 
salesman wants—a chance to see 
him and fulfill his promise. 

Paragraph three indicates confi- 
dence in the solution and subtly 
sets a time limit to the appoint- 
ment. 

Paragraph four emphasizes the 
salesman’s confidence in getting the 
appointment he seeks (“Would 
next Tuesday at 10:30 suit you?” ) 
and suggests a precise time. The 
final sentence presents an alterna- 
tive plan for getting together—just 
in case. 

In 107 words, that letter accom- 
plishes everything that a request 
for an appointment should accom- 
plish. It tells why an appointment 
is desirable from the prospect’s 
point of view, what its subject will 
be, when the salesman would like 
to have it. The how of the solution 
is purposely omitted to pique the 
prospect's curiosity, although—like 
the identity of the writer—it may be 
deduced from the stationery. 

It isn't difficult to visualize that 
letter being separated from the 
day's mail for further action. 

Yours will, too, if you bear in 
mind that few prospects can resist 
the triple bait of news, benefits and 
confidence. 


Clinch sales 


Few sales are made on the spot, 
particularly when a sizable amount 
of money is involved. There is a 
natural tendency toward inertia 
among even the best-intentioned of 
buyers. 

Frequently, a well-timed letter 
from the field or office citing the 
success of your product or service 
elsewhere can nudge the quiescent 
prospect into decisive action. 

Thus, in an attempt to close a 
long-overdue sale with a metal- 
working firm, a salesman for a 
steel company sent the purchasing 
agent this letter from a nearby 
city: 





Dear Mr. Davis: 

I just went over the figures with Con- 
solidated’s production chief, Mr. Carl Whit- 
more, and since their products and prob- 
lems so closely resemble yours, I think you 
will be particularly interested to hear of 
the outstanding results they have had with 
our Number 20 machining alloy steel. 

During the past year alone, Mr. Whit- 
more says, Number 20 has been respon- 
sible for a 17% reduction in rejects, a 24% 
increase in production and an impressive 
37% extension in tool life. 

Mr. Whitmore calls Number 20 “the 
biggest cost-cutter we've run across in a 
decade.” 

I have asked him whether he would 
kindly permit your chief engineer to visit 
him at a mutually convenient date so that 
you might get the complete story. He 
graciously suggested that you name the 
date. 

When I see you on the 12th, you can 
tell me when the best time would be and 
I'll be delighted to make all necessary 
arrangements. 

Sincerely yours, 





This letter tells a very persua- 
sive value story. It names names, 
gives figures, includes a favorable 
comment by a qualified judge. The 
writer has stuck his neck out by 
inviting his prospect to sit down 
with a user of his product, a third 
party who is intimately familiar 
with the problems of metalwork- 
ing and can have no vested interest 
in another firm’s use of Number 20 
machining alloy steel. 

As a conveyor of testimonials 
and subtle sales clincher, a letter 
is the very next best thing to a 
personal call. In a way, it’s even 
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better, for the fact that you are 
willing to go on written record is 
proof of your sincerity. 


Immediate follow-up 


Because the memory is so fragile 
a thing, it is too much to expect the 
average prospect to recall every 
fact brought up during a sales call. 

A letter, in which you restate your 
main: points, can help him weigh 
your proposition, explain it to any 
associates or use it as a gauge 
against which to measure competi- 
tive offers or inaction. 

Consider the effect of this “nut- 
shell” check list of benefits, sent by 
the sales representative of an air- 
craft company to a chemicals firm: 





Dear Mr. Harris: 

A quick rundown of some of the ways 
Century Chemicals can profit from one— 
or more—National helicopters: 

Tap new business in out-of-the-way 
markets. 

Cut sales costs. 

Improve regular field service. 

Inspect mountain, desert and swamp 
terrain easily. 

Speed trouble-shooters to where they’re 
most needed. 

Prestige. 

And thank you for the opportunity to 
tell the National story. If there are any 
questions you would like answered, please 
do not hesitate to call. 

Cordially, 





Some salesmen prefer purposely 
to withhold some of their selling 
points during a personal call in 
order to send a note—or a series of 
them—to a prospect. 

Favorite openings include: “I 
neglected to point out one of the 
biggest advantages in owning 
a... “One thing I forgot to men- 
tion this morning .” “Another 
good reason for owning our latest 
model is...” 


Get testimonials 


The sales manager of an office 
machines firms has found that pros- 
pects for his dictating machines are 
most impressed by testimonials from 
people in similar businesses or in- 
dustries. Several months after a 
company buys his machines, there- 
fore, he sends a letter like this one to 
a ranking executive within the firm: 
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Dear Mr. Shaw: 

Now that you have had an opportunity 
to see the Ajax Voicet in action in your 
offices, we are most eager to know your 
reactions to it. 

I should personally appreciate your com- 
ments—particularly on your secretaries’ 
enthusiasm for the machine—executive re- 
action—time saved—your own opinion of 
the Voicet as an economical business tool. 

Any other comments you find it appro- 
priate to make will be very deeply appreci- 
ated. 

Sincerely, 





It has been his experience that 
generalized requests for testimon- 
ials seldom produce statements that 
can be used; hence, he pinpoints the 
areas in which he would like com- 
ments without actually writing the 
testimonial for the executive. 


Ask for leads 


Dear Mr. Long: 

There's a birthday at our house next 
week (mine) and I’m going to do something 
unusual. I'm going to ask you for a pres- 
ent. 

Would you jot down the names and ad- 
dresses of two friends who you think 
might want to take advantage of an in- 
vestment plan like the one you set up with 
my firm last year? 

The enclosed envelope, delivered by my 
postman, would sure brighten up one old 
man’s day. 

Thanks. 


Sincerely, 





A top mutual fund salesman has 
found that whimsical appeal to a 
client’s generosity is an almost sure- 
fire lead-getter. 

The following letter, successfully 
used by the sales staff of an eastern 
casualty insurance company, auto- 
matically goes to every new client. 





Dear Mr. Morgan: 

This is the biggest THANK YOU possible 
on this typewriter . . . and I hope it will 
tell you how much I appreciate writing 
the insurance on your new house. 

I hope too that you will be pleased with 
the way I take care of your insurance for 
you. You can be certain that I will do 
everything possible to merit your confi- 
dence in me. 

Do you have any friends who require 
casualty insurance? You could do them— 
and me—a favor if you would write down 
their names and addresses on the en- 
closed card. Postage is on us. 

With kindest regards, 





Most people enjoy doing favors. 
Especially if they're approached in 
the right way. 


Convey special offers 


Have a new product, price or 
proposition? There are few better 
ways of telling a customer, “You're 
special” than rushing an inside tip 
to him via the mail. 

Here's one such letter sent by a 
sporting goods salesman to one of 
his oldest accounts: 





Dear Ben: 

I want you to be among the first to 
know! 

Starting August 1, we'll be manufactur- 
ing the B-21 air rifle, an improved version 
of our old B-18. 

Past order forms show that your two 
stores sold almost 900 B-18’s during 1958, 
most of them at Christmas. 

Because it’s “hot,” the B-21 is sure to go 
like wildfire and our late start probably 
means that some stores are going to have 
to be disappointed. 

Not yours, though, Ben. 

Tell me how many by return mail (or 
call collect) and they’re yours. 

My best, 





Ben is “hooked” by the first sen- 
tence, impressed by the third, flat- 
tered and grateful by the fifth, sold 
by the sixth. 


Keep in touch 


As long as you have a pen and 
paper, there’s no earthly reason for 
you or your company ever to blur 
in a customer's mind between calls. 

Run across an ad that Sam Jones 
in Center City might want to adapt 
to his own business? Clip it out, at- 
tach a brief note and mail it in. 
Joe Walsh’s son graduating? How 
about a letter of congratulations? 
Hear of a second-hand car for sale 
for Al Cooper? Drop him a line. 
The best sales letter doesn’t always 
look like one. 

George Strauss, vice president of 
American Kitchen Products Co., 
conducts a voluminous correspond- 
ence with customers throughout the 
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MILAN, ITALY 


Europe’s largest 
integrated 
electronic 

manufacturer 


DIFFERENCE! 


400 secretaries, questioned by a leading maga- 
zine about dictating machines, listed fidelity as 
the most important feature they looked for in 
a machine, 


These experts know fidelity makes the difference 
... to you when you're dictating or listening... 
to your secretary when she’s trying to catch 
every word you said for transcribing. Try the new 
Geloso StenOtape; you will be amazed at its 
fidelity. You'll hear yourself just as clearly as 
you spoke! 

“Ease of operation” was the second most wanted 
feature. Dictating to StenOtape is actually pleas- 
urable. An exclusive relaxed dictation system (no 
hand mike) takes down everything you say... 
even though you have papers in both hands, or 
walk about the room. Perfect for conferences, 
too. StenOtape registers up to 30 feet away, up 
to 2 hours on one reel of endlessly re-usable 
standard magnetic tape. 


FULL YEAR GUARANTEE 


* { American Geloso Electronics, Inc., Dept. 24 

© 251 Park Avenue South, New York 10, N. Y. AL 4-2282 

s 

e YES, | would like to hear the difference fidelity makes 

$ in the Geloso StenOtape. Without obligation, of course. 
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StenOtape is compact, ready for instant travel 
anywhere in its convenient attache case. Weighs 
only 6% Ibs. Accurate, jamproof, trouble-free. 
Best of all, after fidelity and easy operation, is 
its versatility. StenOtape has dozens of uses: in 
the office, at home, on the road — for dictation, 
conferences, sales reports, interviews, phone 
talks, and more. So versatile, in fact, it’s fun 
to take home; it tapes and plays music, too! 


Yes, StenOtape fills the bill on all counts for 
secretaries who want the best, and businessmen 
who want more machine for less money. 
StenOtape, at only $179.95, tax included, saves 
you money when you buy it, both time and money 
as you use it. 


For FREE PROOF of remarkable StenOtape fidelity, 
easy operation and other exclusive features, 
mail this coupon right away. No obligation, of 
course, but you'll always be glad you did. 

















GELOSO STENOTAPE 


(Circle number 104 for more information) 
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country. Much of it consists of 
short personal notes—birthday and 
anniversary greetings and recogni- 
tion of such personal triumphs as 
moving into a new home, the anni- 
versary of moving into a new home 
or a child’s entering school. 

“Once the habit is formed,” ex- 
plains Mr. Strauss, ‘it becomes sec- 
ond nature to drop personal notes 
to customers.” 

Here are two outstanding ex- 
amples of the “keep-in-touch” let- 
ter: 





Dear Dave, 

I’m proud of you! 

It wasn’t until last night that I heard 
you were taking over the reins as pur- 
chasing agent. 

A step up like that doesn’t come by ac- 
cident. As one guy who has had the 
pleasure of doing business—and battle— 
with you, I can only say that your com- 
pany will get more of its money’s worth 
from you than ever before. 

With all my best, 





Smooth, subtle, on the button, 
the cleverly couched compliment in 
paragraph three will not do the re- 
cipient any harm, should his boss 
see it—a fact the writer well knew. 

The next letter is a sure winner, 
for it is not only a spontaneous 
gesture of friendship but probably 
means money in the bank for the 
retailer recipient: 





Dear Mr. Brown: 

Last Monday, when I called on my best 
account in Joliet, I mentioned the problems 
you were having with charge account 
collections. This customer, Mr. Hugh Con- 
rad, showed me two letters which he 
claims have virtually eliminated the prob- 
lem for his store. 

At my request, he was kind enough to 
let me have the enclosed copies of these 
letters for you. And he says further that 
you may feel free to use them in any way 
that serves your advantage. 

Hope business is on the upbeat and that 
you will wire, write or phone my office 
should you need any help before I make 
my next trip to your city. 

Sincerely, 





There is, obviously, just one limit 
to the use of a letter as a sales tool: 
the salesman’s imagination. & 





As a business writer, Ted Pollock has 
interviewed hundreds of salesmen and 
their managers on scores of subjects. 
He is a contributing editor of The 
American Salesman and holds a Ph.D. 
from Columbia University. 
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Get those “‘received”’ reports out 
as fast as purchases come in... with 


OZALID “INSTANT-COPYING” 


Falling behiad with purchase-receiving reports? Take 
a tip from Ozalid: When goods come in, use your pur- 
chase order copy and write in the “received’’ data. 
Then make the Ozalid copies you need—for accounting, 
inventory-control, production, other departments. 
They’ll be clean, dry and legible (no messy carbons). 
Takes only seconds! The desk-top Ozamatic, for ex- 
ample, turns out up to 1,000 814” x 11” copies an hour. 
Cost? Lowest per copy of any copying process! Call 
your local Ozalid representative or mail coupon. 


Whiteprint machines 
Microfilm equipment 
Audio-visual products 


ae Division of General Aniline & Film Corp. 
Products for design 


Lithographic products In Canada: Hughes-Owens Co., Lid., Montreal 


Ozalid, Dept. T-10, Johnson City, N. Y. 
Please send more information on Ozalid 


“‘Instant-Copying”’ for purchase-receiving. 


Name 
Company 


Position 
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CONTROL AT JANTZEN 








“Moore forms help 


us speed invoice data 


from Shipping to Billing” 


Automated control of paperwork in Jantzen’s new 
invoice system has made savings possible for this manu- 
facturer of men’s and women’s swim suits and sports- 
wear. Now communication between departments is 
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faster, several manual steps have been eliminated, 


and the chance of human error has been minimized. 


Punched cards containing order information are proc- 
essed in the Portland, Ore., tab department. Electric 
accounting machines convert the cards to a printed 


Build control with 


MOORE 








KENNETH C. SMITH, 
Vice President and Treasurer, Janizen, Inc. 


shipping order on a special one-part form. The order 
goes to the shipping center in Vancouver, Wash., nine 
miles away. There a packing memo is written on a 
teletypewriter, which produces a punched by-product 
tape. The memo is sight checked against the order as 
another control, and the tape is used to transmit the 
data to the Billing Dept. in Portland, where it appears 


as a duplicate tape. 


The transmission also activates three ‘slave’ units 
which automatically print the labels, express receipts, 
and bills of lading that are needed. In the Billing 
Dept., the duplicate tape is converted to punched cards, 
used to print the complete invoice. Throughout the 
system Moore Speediflo is the form used—the com- 


pany’s control in print. 


“We relied on the Moore man’s knowledge of system 
. . 9 
and form design to give us the controls we needed, 
said Kenneth C. Smith, Vice President and Treasurer 
of Jantzen, Inc. For details on how the Moore man can 
help you, get in touch with the nearest Moore office. 


Moore Business Forms, INnc., Niagara Falls, N. Y¥.; Denton, 
Texas; Emeryville, Calif. Over 300 offices and factories through- 
out the U.S., Canada, Mexico, Cuba, Caribbean and Central 


America. 
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Thought 
starters 


NEW PRODUCTS 


Portable 10-key keyboard used 
for remote transmission work 


A portable 10-key keyboard 
which can be used for all types of 
remote numerical transmission and 
inventory work is available from 
Victor Adding Machine Co. 

It can transmit data to an adding 
machine, calculator, printer, sole- 
noid activated business machines, 
tape punches or other electronic 
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Palm-sized electronic keyboard 
has unlimited digit capacity. 


data recording devices which can 
supply required voltage. 

The digit capacity of the hand 
keyboard is unlimited. The limit 
of the portable unit depends solely 
on the limitations of the receiving 
device. 

Besides the 10 digit keys, the 
keyboard has a motor bar and two 
special code keys which can easily 
be adapted to the needs of specific 
users. 

Only 12 ounces, the portable 
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Now you can 


DICTATE 


ANYWHER 





BOOK-SIZE 


4% lbs... Fuli— 
Performance... All- 
Transistor... 
talking microphone guar- 
antees message privacy. 


Dictation Belts 
cost nothing 
to use 
Re-use Peirce belts end- 
lessly, or file permanently 
—message cannot distort. 


Complete, error-free 
performance 

Your voice alone wipes out 
error and inserts correc- 
tions; instant playback, full 
review at any point; end- 
of-letter marking. 


*Compatible—Uses same 
type belt as office units 
Belts received from field 
are transcribed on standard 
office units . . . a one-step 
operation that requires no 
additional purchases. 


World’s First Compatible® 
BATTERY-POWERED 
DICTATION PORTABLE 


Also Works on Car, Office 
and Home Current 














magnetic belt portable 


Here, for Men On-the-Go, is the world’s first 
dictation machine to work ANYWHERE. Thor- 
oughly complete! Remarkably simple! This 
rugged travel companion gets your thoughts into 
action WHEREVER YOU ARE with swift new 
convenience...superb voice clarity! Works from 
a carrying case, too—easy as snapping a picture, 
Dictation belts mail in ANY envelope. 

Inquire into this never-before opportunity to 
give right now attention to reports, correspond- 
ence, and ideas. DICTATE ANYWHERE~—bring 


new value to travel. 
TCC CCC CVE CCC CCTV eee wee arrears 


PEIRCE DICTATION SYSTEMS, INC. 
5900 Northwest Highway « Chicago, Illinois 


Send literature on the new Peirce “Portable”. 

















Name 
Manvfacturer of World's Most 
Complete Dictation Service Company 
Network, . 
Individual soageene } reed Address 
Dictation — Selection City State 
(Circle number 165 for more information) 














keyboard fits easily in the palm of 
the hand. 

For additional information about 
this palm-sized remote keyboard, circle 
number 250 on the Reader Service 
Card. 


Machines control own output, 
quality and performance 


An automated inspection system 
for production lines is in operation 
at an Eastern flourescent tube 
manufacturing plant. At the end of 
each line are counters which either 


pass or reject the tubes, depending 
on their quality level. Rejected 
tubes are sorted by defect, sent 
down chutes and are counted as 
they pass. 

At 20-minute intervals, standard 
pre-determining counters compare 
the rejects for each cause against 
pre-determined maximum number 
of rejects. If any total exceeds the 
quality limits, the counter emits a 
signal that shuts down the line. 

“Such systems as this are entirely 
within the range of the small and 
medium-sized manufacturer,” says 










step upto new 








¢ Safety treads 
« Wide platform 

« Sturdy construction 
« Bumper protection 


« Choice of color 














fety and convenience 


with 
KIK-STEP 
by 


Reaching those high places 
is safe and easy with new 
Cramer Kik-Step! Rolls when 
you kick it. Holds when 
you climb. Nonmarring cast- 
ers retract as you step up; 
base “grabs” floor. Step 
down, the casters release, and 
Kik-Step is ready to roll 
again! 


Write for complete details 


POSTURE CHAIR CO., INC., 


625 Adams, Dept. MM-10, Kansas City 5, Kans. 


(Circle number 122 for more information) 
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A. E. Kallinich, vice-president of 
Veeder-Root, Inc. 

The cost of components is nom- 
inal. The mechanical and electrical 
connections are relatively simple. 
Systems such as these can be ap- 
plied equally to single machines or 
entire production areas. 

For more information about an auto- 
mated inspection system, circle num- 
ber 251 on the Reader Service Card. 


Compact public address system 
adapts to many business uses 


A public address system de- 
signed for sales meetings, training 
programs, employee meetings, sales 
presentations, etc., comes as one 
self-contained unit. 

Available from the Hi-Fi Center, 
Milwaukee, Wis., the unit contains 
lectern, microphone, speaker-and- 
amplifier, tape recorder, record 
player, and an AM-FM_ radio. 
There are additional jacks for plug- 
ging in extension speakers and/or 
more microphones. 

Fully portable, the public ad- 
dress system can be moved easily to 
many different locations. It can be 
used inside or outside of a company. 

The unit can be used to tape- 


ay 





This unit contains a mike, amplifier, 
speaker, tape recorder, AM-FM radio. 


record meetings, provide sound 
for slide or film presentations, or 
as a basis for an office intercom 
system. 

The complete unit is priced un- 
der $1,000. 

For more information on this multi- 
purpose public address unit, circle 


number 252 on the Reader Service 
Card. 
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Desk without center drawer 
saves office work space 


Time-motion studies gave Stand- 
ard Pressed Steel Co. three good 
reasons to design its new Ampla 
desk without a center drawer. 








Center-drawerless desk eliminates 
push-back area, saves office space. 


1. The center drawer usually is 
a catch-all, not useful storage 
space. 

2. Opening center drawers can 
mean wasted motion on the part 
of the user. 

3. “Push back” space required to 
pull center drawer out cuts down 
on useable office work space. 

Because the user of the Ampla 
desk does not have to push his 
chair back to pull out the center 
drawer, six inches of floor space 
per desk is saved. The manufac- 
turer claims that six Ampla desks 
can fit—one behind the other— 
where only five center-drawer desks 
could fit before. 

There are more than 100 possible 
color combinations for these desks. 
Interchangeable components gives 
up to 35 different desk variations 
to suit individual requirements. 

For more information on this new 
line of desks, circle number 253 on 
the Reader Service Card. 


SAFETY 


New instrument records 
slippery condition of floors 


A highly polished floor may be 
safer than a dull one. As a positive 
test for slipperiness of surfaces, a 
measurement device has been de- 
signed by Frazier Engineering Co. 

Named the Safe-Test Slip-Meter, 
it records on any type floor finish 
and accurately indicates degree of 
slipperiness. 

For more details on this new Slip- 
Meter, circle number 255 on _ the 
Reader Service Card. 
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Develop management skill 
with decision making games 


Dynamic Management Decision 
Games, recently published by John 
Wiley & Sons, offers executives 
practice in decision making. 

No computer is necessary to 
“play” these seven games. Such a 
wide variety of problems as _pro- 
duction and inventory control, sales 
managment, retailing and person- 
nel are covered. 


The games go from the relatively 
simple to the more complex. They 
include player instructions, referee 
materials and information for the 
instructor leading the game. 

The authors, Jay R. Greene and 
Roger L. Sisson, say that the games, 
structured specifically to mirror ac- 
tual business developments, are de- 
signed for use in executive develop- 
ment programs. 

For more information about Dyna- 
mic Management Decision Games. 
which sells for $2.75, circle number 
254 on the Reader Service Card. 











MODEL A-22 


e Replaceable Seat 
and Back Covers 


e Molded Foam 
Latex Cushions 






and Bearing 
e One-Piece 





e Lifetime Spindle 


Aluminum Base 


my Back I’d like a 


Mink is a luxury 
... but seating 
comfort in your 
office is a necessity. 
You’ll get more 
and better work 
from your girl 
Friday when you 
seat her in a Cramer 
Secretarial Posture 
Chair. Completely 
adjustable, it’s a 
“perfect fit’ 

for her. 

Be sure she’s 
“Backed by the 
Best.” Put her in a 
Cramer chair! 








Write for complete details 


POSTURE CHAIR CO., INC., 


625 Adams, Dept. MM-10, Kansas City 5, Kans. 


(Circle number 122 for more information) 
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FROM NEW YORK’S NEW CORNING 
GLASS BUILDING 





21 design ideas for your office 


Hundreds of imaginative ideas have been designed toured the new building with Gerald Luss, vice presi- 
into the striking new Corning Glass Building on New dent in charge of design for Designs for Business, Inc., 
York’s Fifth Avenue. Many of these ideas can be the firm responsible for most of the interior design of 
easily adapted to any office, new or old. A MANAGE- the building. Here are some of the adaptable ideas he 
MENT MetHops editor and a photographer last month pointed out during the office tour. 


Otherwise waste corridor end is converted 
into eye-appealing secretarial area nestled 
efficiently between offices of chairman 
and president. Light streams through glass 
partitions and window; foliage adds life 
and color; modesty panel on desk 

front for feminine “coverage.” 


Space-saving secret—ledge of cubbyholes 
added to top of each desk for instant 
on-the-spot storage of forms, papers, 
records. Easy to reach, neat in appearance 
and of course functional. 
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New all-Fiberglas partition has hexagonal 
shape that permits unlimited flexibility 
and serves as raceways for electrical wires. 
Added feature is its decorative adaptability 
to all colors with lifetime permanency. 


All hands pull with maximum weight at 
this desk. Round table has no visible 
“head,” encourages individual ease and 
everybody's best in group conferences. 


Standard two-drawer files are neatly 
grouped, topped with formica panel 
for extra working area and extra 
bonus in custom look. 


A conventional rectangular desk upgraded 
in looks and doubled in performance with 
inexpensive addition of an L-shaped arm. 
Accomplished by simply moving one 
drawer panel to end of right-angled shelf. 
Modesty panel on desk front gives 

support to both desk and shelf. 











Floor coverings that differ in texture and 
color cleverly provide visual separation, 
create two areas serving two 

different functions. 


Aluminum posts of wall exhibit unit 
are decorative but also camouflage 
hardware that accommodates adjustable 
shelving. Brings custom designed 

look to low-cost device. 


Defining rug creates an island of living 
room warmth for visitors’ waiting area in 
over-all reception space. More heavily 
traveled section has practical precast 
terrazzo flooring. 


Two-way shadow box display case 
separates adjoining rooms without shutting 
off light or view. Replaces blank partitions 
but interchangeable with them for re- 
arrangements of space. Clerestory 
windows above give added light. 


Low bank of standard one-drawer steel 
files and storage cabinet topped by 
formica panel for added work space 
and more elegant appearance. 
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office yo .COLE STEEL 


the ottice vou k COLE STEEL 





Send for Cole’s new full color catalog. COLE STEEL EQUIPMENT CO., INC., 415 MADISON AVE., DEPT. 76, NEW YORK 17, N. Y. 
BRANCH OFFICES: CHICAGO * PHILADELPHIA * LOS ANGELES * SAN FRANCISCO * HOUSTON * ATLANTA * TORONTO, CANADA 


(Circle number 116. for more information) 
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A typical office furnished with Cole Steel Equipment 
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Lighter (UCLGIUL...one of five new features 


( 
of MAC’s self-contacting 402-3 Panel ! 








Designed to make life—and work— - 
easier for you and your operators by tab 
men of long experience. Many pounds 
lighter than the jack-type, MAC’s 402-3 
self-contacting panel is easier to wire, 








to check, to change. Satin-smooth edges 





and sparkling appearance make it a joy 
to handle. Unconditionally guaranteed to General Offices: 
please you! High Point, North Carolina 
West Coast Office and Warehouse: 
San Francisco, California 
No Excise Tax when you 
buy MAC Panels or Wires! 


WRITE FOR ADDITIONAL INFORMATION OR CALL YOUR MAC REPRESENTATIVE TODAY! 


(Circle number 139 for more information) 
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Dead end corridor comes alive with 
interesting glass display case enhanced 
by light streaming through window and 
semi-sheer drapery. Promotes company 
products to all elevator-awaiters. 


Great boon to good employee 
relationships—the packaged self-contained 
kitchen with full facilities for luncheons 
including a handsome adjoining dining area. 


Aluminum tracks set in wood frame form 
handy ledge for displaying charts and 
other visual material. And self-healing 
Fiberglas wall is extra exhibit area—takes 
pin-ups with aplomb, seals together 
instantly when pin-ups are removed. 


Inexpensive way to give tidy uniform look 
to desks of assorted size and style. 
Add formica tops—all the same size. 


For the secretary's desk—a raised edge 
to keep papers and supplies from sliding off. 
Looks good too. 











Auto-typist 
will pay 
for itself 
in just 





4 months 





| Automatic letter typing 
saves money 


and time, too. The cost of an Auto-typist 
| at $900 is equal to the salary of an aver- 
| age typist for only four months. And, it 
| will do in an hour and a half or two 
| hours what it would take her all day to 
type by hand. 

Operation is simple and foolproof. 
Pre-composed letters, or separate para- 
graphs are perforated on the record 
“memory” roll, and numbered to corre- 
spond with the push buttons on the 
panel. Then Auto-typist automatically 
picks them out, and types them in cor- 
rect sequence every time! Send coupon 
for new free booklet, “60 Best Business 
Letters.” 


Auto-Typist for Automatic, 
Personalized Letter Writing 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept.M-10 
2323 N. Pulaski Road, Chicago 39, Illinois 


Gentlemen: 
Please send me full information about Auto-typist and 
free booklet, ‘‘60 Best Business Letters.” 


Name : 
TE Ee! a a eee 
Address . 
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(Circle number 102 for more information) 
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Low cost, easy-to-use 
magazine rack. Retaining wire 
is nothing more than piano 
string that cooperatively 

4 springs for easy insertions or 
removals. Takes minimum 
floor space, is quickly 
dismantled. 


Readily available and at low 
cost too. Stock shelving units 
hang on standard metal 

4 brackets. Less expensive than 
usual bookcases and even 
handier. Edge serves as 
bookends. 


Two that are better than one— 
a double set of draperies, one 
transparent, the other opaque 

4 —affords control of privacy 
and light and permits variation 
of color and texture. 


Overhead storage that 

efficiently utilizes space above 
4 bank of files is neatly hidden 

from view by sliding doors 

in colorful finishes. 


Obviously pluperfect—the 
versatile executive desk 
custom designed with side 

4 drop leaves that raise for 
conference needs. Up or down, 
an integral part of over-all 
desk design. 
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custom 
designing 
is an old 


CAROLINAS 


tradition 


NOW IT APPLIES TO “PACKAGED PLANT FINANCING” TOO! 


Hundreds of fine CP&L communities offer LOCAL CAPITAL 


for sound investment in industrial buildings. Business-minded 


citizens will help custom-plan a plant to your specifications and 


financing to suit your needs. For information contact D. E. 


Stewart, Mgr., Area Development Dept., TE 2-4611, Raleigh, 


North Carolina. 





(CAROLINA POWER & LIGHT COMPANY) 





(Circle number 114 for more information) 








UNITED\ Food Service Fits The Meal 
To The Job Anywhere... Any Time! 


From motorized canteens to snack bars to 
executive dining rooms . . . from plant 
cafeterias to complete banquets . . . United 
Food Management Services has the facili- 
ties and the know-how to meet your em- 
ployee food service requirements exactly. 
Why not investigate this job-tailored 
plant and office food service? 
Here's How! We've put much of our ex- 
perience in printed form. A request on 
your letterhead will bring you any of the 
following: a.**Plan Food Service When You 
Build”; b. ‘*Getting Good Food Service”; 
c. “What Food Service Should Cost You”. 


We will also include the United Food 
Service *‘Clinic” form that will enable you 
to make a really “experienced” analysis of 
your own food service facilities. 

United Food Management Services, Inc. 
7016 Euclid Ave. e Cleveland 3, O. e Dept. DIOS 
1919 © Our 40th Year ¢ 1959 


(Circle number 154 for more information) 


1 Please send booklet (a) (b) (c) ‘‘Ctinic’’ to: 7 
| Name SS ] 
Company Rae Rca ee 
[ Mth | 
Led 
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MAROLD E. JOHNSON, SEC- 
RETARY-TREASURER of Na- 
vaco, Inc., Dallas, Texas. 









ALL-ALUMINUM NAVACO VEN- 
TILATED AWNINGS are well 
known for their quality. 


Awnings 
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THE NATIONAL SYSTEM helps add profes- 
sional prestige to the relationship which 
Navaco, Inc. has with its 1500 dealers. 


“Our ational System 
saves us °19,000 a year... 


pays for itself every 7 months 


‘We have already received over five 
years of outstanding service from 
our National System,” writes Harold 
E. Johnson, Secretary-Treasurer of 
Navaco, Inc. “We consider it the 
most efficient accounting system 
available. 

‘“‘Nationals’ flexibility permits 
their use in all phases of accounting. 
And National Accounting Machines 
are easy to operate. Our employees 
learned to run them in a remarkably 
short time. In addition, Nationals 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, ohio 


1039 OFFICES IN 121 COUNTRIES * 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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provide neat, permanent records and 
good looking customer statements 
that add prestige to our name. 
“‘We would advise any concern to 
see a demonstration of National Ac- 
counting Machines. Our National 
System saves us $19,000 a year... 
pays for itself every 7 months.” 


Heed Vober — 


Secretary-Treasurer of Navaco, Inc. 


(Circle number 144 for more information) 


—Navaco, Inc., Dallas, Texas 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 


through savings, then oe 
continue to return a Walional 
regular yearly profit. L = 
National’s world-wide Se 
service organization yg 


will protect this profit. 
*TRADE MARK REG. U.S. PAT. OFF. 
Oational 
ACCOUNTING MACHINES 


ADDING MACHINES + CASH REGISTERS 
wer paper (No Carson Reauinren) 
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Business 
electronics 


“ow back” input unit 


extends computer’s range 


Burroughs Corp. has devel- 
oped a “piggy back” paper tape 
unit which allows the Burroughs 
E101 electronic computer to ac- 
cept data and instructions from 
either of two readers. 

The purpose of the “piggy 
back” unit is to increase the 
E101’s versatility. When coupled 
with the standard model A531 
input unit, the new unit gives 
the programmer completely au- 





Duplex Tape Input fits atop desk-size 
computer, increases its versatility. 


tomatic control of two separate 
tapes. 

The new unit—officially titled 
the Duplex Tape Input Unit— 
can be used for such operations 
as payroll, survey closure, statis- 
tics, material control, highway 
design, utility billing and scienti- 
fic data reduction. 

In payroll operations, for in- 
stance, one tape could constitute 
a master year-to-date record of 
all necessary rates, deductions, 
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507% MORE QUTPUT WHEN SHE stays ¥¢ 


‘ 


NEW ACME VISIBLE ROTARY CUTS 
RECORD HANDLING TIME IN HALF! 


A touch of a button spins data to user at electronic speed i 








Look at any point in your operation 
where record or data files are used. 
You’re apt to see workers spending a 
third to half their time shuttling between 
desks and cabinets, reaching, stooping, 
drawer pulling. New Acme Rotaries end 
this waste-motion completely! At desks 
around a smartly modern Rotary, 1, 6, 
12 users or more have instant access to 





PSS visiste 








World's largest exclusive makers of 

visible record systems, 

ACME VISIBLE RECORDS, Inc. 

1210 West Allview Drive, Crozet, Virginia 


Please send free report on the “‘Revolution in 
Record Handling” . . . showing many types and 
sizes of power and manual Rotaries. 











as many as 250,000 records..A new, free NAME TITLE 
“Report” shows how this revolutionary | company 
advance can save you time, money, and | |... 
up to 50% in floor space. For your FREE Ee ENTS. 





icbediehdbaiancies ety wey chan ence cetmereenies es ena ny 


| 
| 
! 
| 
| 
| 
! 
1 
| 
| 
| 
| 
i. 


COPY, SEND THIS COUPON TODAY. 


(Circle number 100 for more information) 
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looking for a future? | 


grow WEST 


where growth is best 


There's fertile soil for industrial plants in the ‘‘Union Pacific 
West.”’ 


The wide, open spaces are no longer as open as they were in the 
turbulent times portrayed in present-day TV westerns. 


More and more people are pouring in to build up the population 
...to make available a ready and willing army of workers... 
to increase buying power in rapidly expanding markets. 


And, in addition, there’s unsurpassed rail transportation provided 
by Union Pacific. 

If we do say it, our railroad represents the finest in modern day 
facilities for both freight and passenger business. 


So we earnestly recommend that you give serious consideration 
to a plant site in the 11-state area of the ‘‘Union Pacific West.”’ 


We suggest you contact your nearest U.P. representative, or get 
in touch with us direct, for confidential plant site information. 
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Industrial Development Dept. 


UNION PACIFIC 
Lackroat. 


OMAHA 2, NEBRASKA 


(Circle number 153 for more information) 
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earnings-to-date, etc. The other 
tape, read in through the “piggy 
back” unit, could contain em- 
ployee number, hours worked, 
rate changes, etc. 

The Duplex Tape Input Unit 
is controlled by the desk-size 
computer’s pinboard program- 
ming unit. It controls the read- 
ing of the appropriate tape in 
order to complete calculations 
and print the checks. 

Purchase price of the Duplex 
Tape Input Unit is $2,375; 
monthly rental is $65. 

For further information about this 
new unit, circle number 264 on 
the Reader Service Card. 


New splicer for quick 
punched tape editing 


The Editape Co. has developed 
a splicer for joining, editing or 
restoring mutilated code punched 
tape of paper, parchment or 
mylar. 

The patented heat sealing 
splicer accommodates any size 
tape or number of channels, 
either fully punched or chadless. 
It will also splice edge punched 
cards without losing a single 
code. 

Any splice made by this proc- 
ess, Editape states, is stronger 
than the original tape and is im- 
pervious to humidity and varia- 
tions in climatic conditions. 

The splicer is available in two 
models—with or without adjust- 
able speed electric rewind and 
unwind spools. 

For more details on this new 
tape splicer, circle number 265 on 
the Reader Service Card. 


Electronic data displays 
produced by new system 


A high speed method of gen- 
erating alphanumeric characters 
for electronic display purposes 
has been developed by Philco 
Corp. 

This new character generator 
can be used for continuous dis- 
play of tabular information and 
for incorporating written data 
in pictorial displays by means of 
time-sharing techniques. The 
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You are looking at 


THE NEW 





IDEAS FOR 
MANAGEMENT 





The only major published volume devoted exclusively to current and 


advanced systems thinking in the management field . . . the complete proceedings 


of the remarkable 11th Annual International Systems Meeting. 


on A YEAR, the Systems and Pro- 
cedures Association of America 
holds a three-day international meeting 
at which members review their most 
recent efforts in the control of admin- 
istrative overhead. Each talk, each sem- 
inar, is carefully recorded, transcribed 
and edited for the benefit of members 
who are unable to attend the meeting. 
The final product is a 500-page hard- 
bound and indexed volume of practical 
solutions to administrative problems. 


Again this year SPA has over-printed 
a verv limited number of copies for 
non-member executives. We have ob- 
tained exactly 500 copies for distribu- 
tion and sale to the readers of 
MANAGEMENT METHODS. Because we 
are so confident that this book can help 
you slash overhead and streamline the 
efficiency of your operations, we are 
able to make this unusual offer. 


Send no money. Take 10 days to ex- 
amine IDEAS FOR MANAGEMENT 
at your leisure. Unless you obtain at 
least one cost-cutting item in that 
period, return the book without obli- 
gation. 


HOW THIS BOOK CAN 
HELP YOU 


Unlike most books on administra- 
tive and management subjects, IDEAS 
FOR MANAGEMENT is not a text. 
It deals almost exclusively in terms of 
end results —the practical, down-to- 
earth experiences of the men who are 
pioneering cost-reduction techniques 
for America’s largest firms. 


We present, for example, (see right), 
a partial list of the table of contents. 





The Approach, analysis and design of a 
system 

Bringing management to electronic data 
processing 

Computer trends 

The development and operation of an 
existing totally integrated system 

Lessons to be learned from applying or- 
ganization principles to a totally integrated 
system 

The operating characteristics of the highly 
automatic factory 

Operating and maintaining an electronic 
data processing system 


HOW TO ORDER 


Operations research in systems work 
Collaboration with research centers in 
systems studies 

Systems manager’s administrative rating 
test 

Organization analysis 

Work reduction and measurement tech- 
niques 

Systems for low-volume operations 
Forms control 

An integrated records management pro- 
gram 

A correspondence workshop 


Write on your letterhead or use the coupon below. Orders will be filled on a 
first-come first-served basis. After you have examined IDEAS FOR MANAGEMENT 
and feel fully satisfied that it will immediately help you reduce overhead costs, 
send us your check for $16. If, in your judgment, it does not meet our promise, 


merely return it. No obligation. 


“Computer Use Report” 1 
Name De 
Firm _ 
Address 
City ees 


Bill me 7 


' 
' 
i 
i 
i 
i 
i 
' 
! 
' 
“Data Processing Manning Survey” C) : 
| 
i 
i 
| 
i 
i 
' 
' 
' 
i 
| 
t 


Bill my company (1) 


Management Publishing Corporation, Rm. 10,22 W. Putnam Ave., Greenwich, Conn. 
Please send me a copy of “Ideas for Management” for a FREE 10-day exam- 
ination. Within 10 days I will either send payment for $16, or return the book 
without obligation. Special offer: Through a special arrangement with SPA, 
one of two valuable reports, “Computer Use Report’ or “Data Processing 
Manning Survey,” will be delivered free, if cash accompanies order. Check 
your choice below. Same return privileges. 
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This 
MACEYMATIC is the 


LOWEST PRICED 
fully automatic 
vacuum feed collator 


If your office prepares multi-page reports, catalog sheets 
and similar material at frequent intervals, MACEYMATIC 
can save you money. 


1. It does the work normally requiring as many 
as eight girls. 


2. It frees your clerical help for other duties and 
relieves them of a tedious, exhausting job. (Often 
done at overtime rates.) 


3. Since the machine is fully automatic, it’s fast, 
errorless and inexpensive to run. 


Pays for itself in a few months... Hundreds of users, such 
as insurance companies, distributors and other types of 
business, have bought Macey collating machines. Many of 
them have paid for themselves in a few months. 


We'll show you how ... Get in touch with us and we’ll make 
a quiet survey of your collating needs. You’ll see how your 
company can easily afford a MACEYMATIC...and how 
quickly it can pay for itself out of savings. Complete details 


MACEY COMPANY 


A Subsidiary of Harris-intertype Corporation 
13825 Enterprise Avenue, Cleveland 35, Ohio 


HARRIS 





INTERTYPE 
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unit can also be adapted for 
high speed computer readout 
functions. 

The centrally located, on-com- 
mand system produces up to 
50,000 highly legible characters 
per second by focused electron 
beam. The basic character gen- 
erator module provides a selec- 
tion of up to 64 characters of 
any size or shape, including geo- 
metric symbols. 

One generator can drive any 
number of displays simultane- 
ously and by remote control, if 
desired. Writing speeds can be 
varied and characters are easily 
changed by inserting a new 
character mask. 

For further data on this Philco 
system, circle number 266 on the 
Reader Service Card. 


ii Alphanumeric typewriter 
eases computer operation 


A new, fully alphanumeric 
typewriter means added conven- 
ience in computer operation. 
Data entering or leaving the 
computer via the typewriter can 
be identified with alphabetic in- 
formation and a variety of spec- 
ial symbols. 

The typewriter was developed 
by Bendix Computer Division 
for use with its medium scale 
G-15 digital computer. With it, 
headings for columnar typeout, 
as well as complete format con- 
trol, can be programmed. 

Information is typed into the 
computer in the normal typing 
manner. Upper and lower case 
letters, numbers and special sym- 
bols are typed out directly. It is 
not necessary to encode alpha- 


betic data manually, nor is there 


the necessity for conversion sub- 
routines or programmed carri- 
age shifts. 

The G-15 computer is avail- 


| able with a choice of the alpha- 


| 


| 


numeric typewriter or a standard 
numeric typewriter. Both units 
have a new base configuration 
which, according to Bendix, pro- 
vides maximum reliability. 

For further information on the 
alphanumeric typewriter and the 
G-15 computer, circle number 267 
on the Reader Service Card. 
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She does more, 


you Save Space 
with this “L” work station from ASE 


In the same floor area as an ordinary desk and 
chair, you can have additional work space and 
storage with this ASE ‘‘L’’ work station. This 
double exposure demonstrates the ease and con- 
venience of the L-unit. It divides work into two 
areas—puts files, reports, reference material 
at fingertips. All you do is swing from one side 
to the other, no reaching, no lost motion. 


The ASE L-unit is an efficient desk. It puts 
high-cost floor space to work and provides a 
better organized office layout. What’s more, it’s 
made to ASE quality standards—designed for 
easy care, lasting beauty. Why not ask your ASE 
dealer about this space-saving, time-saving 
L-unit? You will find a complete selection of 
colors as well as top materials. 





ALL-STEEL EQUIPMENT Inc., Aurora, Illinois 


Desks » Chairs « L-units « Credenzas + Tables 
Bookcases + Filing Cabinets - Storage Cabinets 
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HELP STIMULATE 
SALES 





with 
this 
Free 


Booklet 





This free, attractive booklet points 
the way to custom-built creations 
that promote good will. 


Write for your free copy today. 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 


Csbion Manufacturers . 1861 


14 Third Street, Providence, R. lI. 
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VERTICAL FILE... 
.»- GLIDER STYLE 


Steel For A Perfect Purpose 


Here’s an all-steel, non-springing print 
file, saving time, motions, 
Space and overhead. Users 
win longer print ‘‘life’’. 















H Thumbnuts in plan hold- 
fa ers provide direct clamp- 
z ing. No secondary spring 
j ee mechanisms. Tighten af- 
ere. 4; ter plans are inserted. 





Self-contained T-tops fit channels, are 
retained from end-to-end. Plan holders 
“glide” easily in or out. 

As needs enlarge, add channels and 
plan holders. Same-size, attachable ex- 
tensions are available. For faster refer- 
ence, extra speed and system, here is 
the lowest priced vertical plans file. 


© Literature and prices available on request 


MOMAR 0... dictiies 


4176 Montrose Ave. - Chicago 41, Illinois 
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What the union can’t do to you 
(Continued from page 45) 


What to do if a union trespasses on your rights 


1. Get in touch with the regional director of the N.L.R.B. in your 
area. This must be done within six months after the violation 
occurs. The regional director will tell you how to fill out a form, 
filing a complaint of Taft-Hartley violation. The procedure is 
simple. You can do it by mail. 


2. The regional director will decide whether what you have told 
him is sufficient evidence to justify his filing of official charges 
against the union. One of three things may happen: 


® He may decide you don’t have a case and refuse to issue a 
charge. If so, you have 10 days to appeal his decision to the 
general counsel of the N.L.R.B. in Washington. The general counsel 
is the final authority. 

™ The regional director may talk to the offending union and 
work out an agreement that will end the violation, thus ending the 
case without formal processing. This doesn’t keep you from coming 
back if the union violates again. 


® Or, he may issue a formal charge. If he does, board officials 
take over prosecution of the case. Attorneys for the board will 
prepare the case, calling on you for testimony and evidence. 
They will advise you whether an injunction—providing temporary 
but immediate relief—is possible. 


3. If a formal charge is filed, an N.L.R.B. trial examiner will conduct 
a hearing, similar to a court trial. Later he wiil issue an intermediate 
report—his recommendations to the N.L.R.B. on what should be 
done. 


4. If all parties—including board attorneys—are satisfied with the 
findings of the trial examiner, the ruling becomes final. You have 
20 days to appeal the ruling of the five-man board if you are not 
satisfied. 


5. If an appeal is filed, the board itself takes over the case. It 
bases its judgment on the written record of the hearing and the 
trial examiner's report. It does not conduct another trial. It may 
uphold the intermediate report, reverse it entirely or modify it. 


6. If either party is still displeased, he may appeal the board’s 
decision to the United States District Court. Otherwise, the board’s 
order stands. If it is not obeyed, the board can go to court to 
force compliance. 


There are regional officials of the N.L.R.B., ready to help you 
with your complaint, in these cities: Boston, New York, Buffalo, 
Philadelphia, Baltimore, Pittsburgh, Detroit, Cleveland, Cincinnati, 
Indianapolis, Atlanta, Winston-Salem, Tampa, Chicago, St. Louis, 
New Orleans, Memphis, Fort Worth, El Paso, Houston, Kansas City, 
Mo., Denver, Minneapolis, Seattle, Portland, Ore., San Francisco, 
Los Angeles, Newark, Honolulu and Santurce, Puerto Rico. 
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Yet it was plain that if the em- 
ployer didn’t agree to violate the 
law, the union would strike. So the 
employer took his problem to the 
N.L.R.B. and got relief. By insist- 
ing on including unlawful provi- 
sions in the contract as the price of 
signing, the board held, the union 
was in effect refusing to bargain 
with the employer in good faith. 

The board ordered the union to 
bargain about lawful issues, and to 
stop threatening a strike over ille- 
gal contract demands. A strike in 
the face of such an order enables 
the employer, through the N.L.R.B. 
to get a federal court order halting 
the stoppage. 


YOU CAN ACT WHEN: 


The union wants your 
workers fired 


@ An official of the Machinists’ 
union told an Alabama employer 
he'd “have the damndest labor 
trouble he ever had” unless he fired 
three employees as the union 
demanded. 

The employees’ offense: they 
were “moonlighting,” holding down 
an extra job after hours, in viola- 
tion of the union’s bylaws. Because 
of this, they were subject to dis- 
missal from the union. And the 
union contended that under terms 
of its contract with the company, 
this meant the three employees 
must be fired. 

This demand, and the threat of 
labor trouble, put the boss on the 
spot. If he didn't fire the three 
workers, he’d have a strike. If he 
did, he was subject to N.L.R.B. 
punishment for letting a union dic- 
tate the terms under which his em- 
ployees could keep their jobs. 

The employer refused to give in, 
and the N.L.R.B. came to his res- 
cue—at the request of the three 
workers. The board held that the 
only legal grounds a union has for 
requesting dismissal of employees 
is their failure to pay union dues. 
For attempting to force the em- 
ployer to fire the three workers for 
other reasons, the union had com- 
mitted an unfair labor practice. 
The board ordered the union to 
stop. 

(Turn page) 
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Automatic 
foolproof 
elapsed time 
records 

for any 
cost system 
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Here’s how Calculagraph, and only Calculagraph, does it! 
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The Calculagraph computer completely eliminates time-consuming, 
error-producing manual computations to obtain elapsed time for labor 
costs. The exclusive Calculagraph principle automatically computes 
the “difference” in starting and finishing times and prints the elapsed 
time in hours and minutes or in hours and tenths (as shown). Arrows 
indicate the exact elapsed time. It can be “programmed”, too, to 
subtract all “idle” time such as lunch periods, etc. No expensive 
changes are necessary to include Calculagraph in your cost system, 
regardless of what it is. Write today for complete information and 
enclose samples of your job tickets. 


INDUSTRIAL DIVISION 


CALCULAGRAPH Company 309 Sussex Street, Harrison, N. J. 


(Circle number 113 for more information) 


81 











telephone 
that calls 
you by name! 


The new DuKane Flexiphone calls you 
by name... your name! You know the 
call’s for you, whether you’re at your 
own desk, in a conference, or 
anywhere in the plant or office. 

To reach an associate, you simply pick 
up your own phone and say, 

“Mr. Smith, please.’’ No buttons, no 
dials, no tricks. Wherever Mr. Smith 
may be at the moment, he simply 
picks up the nearest Flexiphone, 

and you’re in immediate two-way, 
private telephone contact! The DuKane 
Flexiphone is truly the newest, most 
versatile internal communication 
system today. 


PRIVATE TELEPHONE: the Flexiphone provides 
instant communication for vital business informa- 
tion, to speed up orders, answer customer inquir- 
ies, expedite materials flow, all without tying up 
your outside lines. 

PAGING: the Flexiphone is your tool for reach- 
ing key men when you need them, giving instruc- 
tions, getting information fast. 

BACKGROUND MUSIC: music from FM radio or 
records can be easily and inexpensively distributed 
to all or any group of stations in the Flexiphone 
system. Lifting the receiver of any phone cuts 
off the music at that location. 


For more infor mation on how the unique DuKane 
Flexiphone can serve your business, write or call 


DuKane 


CORPORATION 


St. Charies, Illinois 


DuKane Corporation, Dept. MM10S, 
St. Charles, Illinois 


Please send me information on the new 
DuKane Flexiphone. 


Name 





Company. 





Address. 





City & State. 
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YOU CAN ACT WHEN: 
Strange pickets appear 


# A New York wire products man- 
ufacturer found strange pickets— 
none of them his employees — 
around his place of business one 
bright June morning, although he 
had no labor dispute at all. None- 
the-less, the pickets, who turned 
out to be Teamsters, chased away 
the trucks of company customers 
when they came to pick up mer- 
chandise. 

Picket signs called the company 
unfair and urged employees to join 
the union. But the employer soon 
learned, from union sources, that 
there was more than this picket- 
sign message behind the trouble. 
The Teamsters were having a labor 
dispute with another company, one 
of the wire manufacturer's custom- 
ers. All the manufacturer had to do 
was stop doing business with this 
other company, he learned, and the 
pickets would go away. 

That was the giveaway. The 
N.L.R.B. ruled that no matter what 
appearance the union created with 
its signs, the real motive was dis- 
closed by the union statement that 
the picket line would vanish if he 
boycotted the other company. The 
board held this was an illegal sec- 
ondary boycott, and ordered the 
union to stop it. The union also had 
to post a written promise not to do 
it again, either to this company or 
any other. 

This type of case, by law, gets 
top priority in N.L.R.B. activities. 
Here, too, a quick court order can 
be obtained to stop the picketing 
while the board processes the case. 

Here’s a new point: Under Taft- 
Hartley, this picketing would have 
been legal if its real purpose had 
been an honest effort to persuade 
your employees to join the union. 
As Congress rewrote the law last 
month, however, the picketing could 
have been stopped even if the union 
hadn't revealed its true purpose. A 
union that tries now to unionize 
your employees with a picket line 
can’t picket indefinitely. Within 30 
days, it must ask the N.L.R.B. to 
conduct an election immediately 
among your employees to see if they 
want the union. If they vote “no,” 
the picketing must cease. 

(Turn page) 











Printing Problems? 


try us! 





XEROGRAPHY 
OFFSET DUPLICATING 
PHOTO OFFSET 


ECONOMY AND QUALITY 


By Specialists in 
Printing your: 


MILITARY SPECIFICATIONS 
TECHNICAL MANUALS 
SHOP CALENDARS 

PARTS LISTS 

PARTS MANUALS 
INSTRUCTION MANUALS 
STOCK LISTS 

MONTHLY REPORTS 
ENGINEERING DRAWINGS 


24 HOUR SERVICE 


Government Clearance, Use Free Reader 
Card, Phone or Write 


THE DULEY PRESS 
208 S$, BYRKIT ST. MISHAWAKA, IND. 
Phone: Blackburn 9-5203 Blackburn 9-5204 
(Circle number 175 for more information) 


How- Make Even Better 
‘= CHARTS 
- and LAYOUTS 











The AUTOMATED Method of CHARTING 


Graph-A-Plan offers a new concept of methods and ma- 
terials for chart and layout preparation. Graph-A-Plan 
includes a wide variety of pressure-sensitive solid color or 
pattern tapes, flow symbols, pie charts, organization 
rectangles, scales, templet sheets, shading films and 
patterns... plus opaque and transparent plastic planning 
boards. Available separately or in compact kits. 


Write today for colorful brochure describing the 
use of Graph-A-Plan in any one of the following 
fields: 

(C2 STATISTICAL CHARTING (C0 PLANT LAYOUTS 
(J ORGANIZATION CHARTING [] OFFICE LAYOUTS 
(] OPERATION AND PROCESS FLOW CHARTING 
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Another example of low-cost Addressograph Automation 


Portable profit-producer helps 
route men make more calls 


All over America, laundries, dry cleaners, dairies, fuel 
oil dealers and other firms employing route salesmen 
are building profits with a portable Addressograph 
model used right inside the delivery truck. 

This new machine automatically posts a customer 
activity record at the same time it writes customer's 
name, address, and other data ona sales slip or tag. 

Less time for paperwork gives the route man more 


Cutting coal 7 Addressagraph-Multigraph 


is our business 


PRODUCTION MACHINES FOR BUSINESS RECORDS” 


SERVING SMALL BUSINESS ° BIG BUSINESS 


time for selling. Management gains more effective 
route control and better customer relations. 

To save money on repetitive writing—repeating 
the same names, figures, descriptions and other data 
— over and over, call the nearby Addressograph 
representative, or write Addressograph-Multigraph 
Corporation, Cleveland 17, Ohio—Simplified Business 
Methods. © 1968 A-M Corporation * Trade-Mark 
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 SPACEFINDER FILES... 


Have proven, in hundreds of offices, that they can SAVE 
you 50% or more in filing TIME, SPACE AND MONEY! 


Instant visibility and availability. 






Sang, ae 
BIN Ren 






Only Spacefinders offer these advantages: 


WELDED CABINET designed specifically for maxi- 
mum filing efficiency. 


FILE CAN BE MOVED WITH CONTENTS INTACT. 
Rugged Spacefinders are shipped complete and 
ready to use. 


DOORS GIVE DUST, DIRT AND FIRE PROTECTION — 
serve as pull-out work shelves. 


Send to Dept. MM, Tab Products Co., 


995 Market St., San Francisco 3, for Tr ES 


24-page Spacefinder catalog and 


rPrRobpPuUcTs co. 


name of our local representative. 
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TYPING TIME: 15 MINUTES 
Phyllis Aichis, National typing champ* 


AND COPEASE NEVER 


‘Copease! More reliable than the 
human hand. Copies everything on 
paper, even colored inks, pencil and 
ballpoint signatures. Quiet. The 
photocopier that really, saves paper. 


DISTRIBUTORS IN PRINCIPAL CITIES. 
REGIONAL OFFICES: 


{ New York, 425 Park Ave., PLaza 3-6692 


| Chicago, 228 N. LaSalle St., STate 2-1383 
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COPEASE TIME: 20 SECONDS 
Copease photocopier, National copying champ 


MAKES ANY MISTAKES 


*PHYLLIS is a good scout. She knew 
she had to lose when she read ‘‘The 
Truth About Office Copying.”’ MAIL 
COUPON OR CALL TODAY FOR FREE 
BOOK. 


COPEASE CORPORATION, 425 Park Ave., New York 22, N.Y. Box MM-10 | 
Gentlemen: I would like to have a 3-day FREE 
TRIAL Of Copease in my office—without obligation 


Please send me a FREE copy of “‘THE TRUTH ABOUT 
. OFFICE COPYING MACHINES.” [_] ! 
Name Pos. 


° Address 
| Los Angeles, 3671 W. Sixth St., DUnkirk 5-2881 City 
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YOU CAN ACT WHEN: 


Your products are boycotted 


® Here's a case, decided under the 
Taft-Hartley law, that clearly dem- 
onstrates an important point won by 
employers in last month’s amend- 
ment of Taft-Hartley. 

A small manufacturer of truck 
bodies in Spokane, Wash., got 
N.L.R.B. relief when: disgruntled 
Machinists’ union members put 
company products on a “do not 
patronize” list. 

This has long been one of organ- 
ized labor’s favorite weapons, and 
the Spokane case represented the 
first time the labor board had ever 
ruled against these boycotts. But 
your situation must meet certain 
tests to get this board aid. Here's 
how the Washington concern did 
it. 


The union, representing two of, 


the company's 12 employees, asked 
the employer to sign a union-shop 
contract, under threat of a picket 
line if he didn’t. When the pickets 
appeared as the union threatened, 
five of the employees failed to re- 
port for work. They were replaced. 
Next came a labor board election 
among plant employees to deter- 
mine if they wanted the union to 
represent them. None did. But the 
picketing continued, and the union 
tried to persuade the company’s 
customers to boycott its products. 

At this point, the company ap- 
pealed to the N.L.R.B. The board 
found the picketing unlawful be- 
cause the employees already had 
voted that they didn’t want the 
union. For the same reasons, the 
boycott was unlawful too, the 
board held. 

Picketing and boycotting weak- 
ens the company economically, the 
board explained. That in turn 
threatens the employees with de- 
creased earnings, possibly loss of 
their jobs. This pressure subjects 
the employees to improper restraint 
or coercion, depriving them of their 
right to join or not to join a union. 

This is how the new law changes 
the situation: The board’s ban on 
this minority picketing, a decision 
that broke new ground at the time, 
was appealed to the Supreme Court 
and thus subject to reversal. But the 
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THIS 
TWO HANDS + 


MACHINE = A COMPLETE DEPARTMENT 
alin ioe acaba eae a \ 
tithes cious ies © 


What are your biggest 


Then ‘consider this fact. One of your workers using this Monroe 
President 


Accounting Machine can handle all three and will most MON 
likely have time left over for other work. 


In these most important 
yhases of your business accounting 
a 


you'll save time, save money 


eliminate errors. What’s more, you'll enjoy the prestige of precise, @ 


printed forms, a sure sign that your business has come of age oe for CALCULATING 
Act now, because now any business can afford mechanized accounting 


Vole} l, Lemmon eel 0h, Bal. Te 


j yr 
. DATA PROCESSING MACHINES 
The new President actually costs hundreds of dollars less than 


other machines in its class. Ask your Man from Monroe for an M 
action demonstration in your office. Models start from $750 |_} J A DIVISION OF LITTON INDUSTRIES 


Monroe Calculating Machine Company 
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Does 
your 
system 
have 


MAILROOMATISM 


Countless firms suffer from this insidious malady and don’t even know 
it. Usually it is caused by continued congestion in mailrooms, forced to 
cope with the pressure of handling upward of 15,000 pieces per month. 





“Mailroomatism” can sap efficiency and morale, also prove quite costly. 
One sure cure for this condition is the acquisition of a Phillipsburg 
Inserter, which has given immediate relief to countless users. 


The Phillipsburg performs near-miracles . . . automatically stuffing, 
sealing, metering (or printing postal indicia), counting and stacking 
mail at savings, mark you, of up to 80% of the cost of hand-inserting. 


If you have any suspicion of “Mailroomatism” lurking in your organiza- 
tion, may we suggest the adjacent coupon. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
Successor to Inserting and Mailing Machine Company 


PHILLI PSBURG INSERTER 















Bell & Howell Phillipsburg Co., 14 E. Jackson Blvd., Chicago 4, Ill. 
——— Send brochure, ‘Modern Mailing through Mechanization"’ 
———Have representative call to arrange demonstration 

Send Case History Study on 








(type of business) 
NAME 


FIRM, 
STREET. 
CITY. ZONE___STATE 
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new amendments to Taft-Hartley 
wrote this principle firmly into law. 
Now, when a union has lost an elec- 
tion among employees, as in this 
case, the law clearly forbids the 
union to picket for 12 months. And 
the law provides that an employer 
so picketed can get a prompt court 
injunction, through the N.L.R.B., to 
stop the picketing—something that 
was not available before this new 
change. 

However, employers might have 
lost some ground here, too. Unlike 
the labor board, Congress decided 
that “do not patronize” campaigns 
are legal, as long as the union 
doesn't try to further its boycott 
with pickets. 

An employer in St. Louis had a 
contract with a union forbidding 
either the union or its members to 
strike. But the employees walked 
off the job anyway over a com- 
plaint that working conditions were 
dangerous. 

National officers of the union, the 
International Chemical Workers’ 
Union, persuaded the employees to 
return. But meanwhile, the com- 
pany sent telegrams to seven of the 
strikers, discharging them for tak- 
ing part in the “wildcat” strike. 

The company appeared to have 
won this joust—until it came time 
to bargain with the union for a 
new contract. As its price for sign- 
ing the new agreement, the union 
demanded that the company rehire 
the seven fired workmen and pay 
them for lost wages. The company 
balked and _ negotiations dead- 
locked. The union referred to its 
rehiring demands as the “key to 
the log jam.” 

The N.L.R.B. held that the re- 
hiring was not part of “wages, 
hours and other conditions of em- 
ployment,” the subjects over which 
labor and management are required 
to bargain, by law. 

Company representatives could 
have bargained about the dis- 
charges if they wished, but were 
not required to, the board said. 
Since the union had no right to 
insist on these subjects, the board 
ruled, it was in effect refusing to 
bargain in good faith. The union 
was ordered to stop its demands. 

But note this: If the union had 
been engaged in a strike against 
an unfair labor practice (See MAN- 
AGEMENT Meruops, May 1959), the 
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You Get Things Done With 
Boardmaster Visual Control 


¢ Facts at a glance — Saves Time, Saves 
¢ Simple to operate — Type or Write on 


y Ideal for Production, Traffic, Inventory, 


S72 
in 


Complete price 449°° including cards 
TTT 2 Sree 


FREE 











Gives Graphic Picture of Your Operations 
— Spotlighted by Color 


Money, Prevents Errors 
Cards, Snap in Grooves 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 400,000 in Use 


24-PAGE BOOKLET NO. M-400 
Without Obligation 











Write for Your Copy Today 


GRAPHIC SYSTEMS | 


55 West 42nd Street e New York 36,N. Y. | 


(Circle number 161 for more information) 





















Oo 


#\ FILMS | 


MOTION PICTURE | 
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situation would have been differ- 
ent. The employer cannot discharge 
workers striking against an unfair 
labor practice. If he does, he can 
be forced to rehire them through 
the N.L.R.B. 


YOU CAN ACT WHEN: 


A union pickets a 
special’ gate 


= Precautions taken by a huge 
electrical manufacturer made _ the 
International Union of Electrical 
Workers call off pickets that had 
halted major alteration work inside 
the company’s 1,000-acre grounds 
in Kentucky. 

This construction work was done 
not by the company’s own employ- 
ees, but by employees of several 
independent contractors, retained 
for specific building jobs. Years be- 
fore, the company had designated 
one of its five gates to be used only 
by employees of these contractors. 
No company employees were per- 
mitted to use this gate, and con- 
struction workers could use no 
other. Company guards strictly en- 
forced the rule. A large sign at the 
special gate carefully spelled out 
who could enter and who could 
not. 

The I.U.E., representing produc- 
tion workers in the plant, struck 
and stationed pickets at all five 
gates. Many employees of the inde- 
pendent contractors refused to 
cross the picket line at their special 
gate. Others tried to enter but 
pickets turned them away. This 
halted the construction work inside 
the plant, although independent 
contractors had no labor dispute at 
all with their employees. 

The special gate saved the day. 
The company complained to the 
N.L.R.B. The board counsel got a 
federal court order barring pickets 
from the special gate, pending a 
full board hearing of the case. 
Eventually, the board ruled that 
the union was well aware of the re- 
stricted use of that gate. Its purpose 
in picketing there, the board said, 
was to “enmesh these neutral em- 
ployees in its dispute with the com- 
pany.” By thus inducing the em- 
ployees of neutral employers to 
cease their work, the union violated 
the Taft-Hartley law. The union 
was told to stop the practice. & 











More that’s new 

More that’s profitable 
More reason than ever 
to attend 


1959 NATIONAL 
BUSINESS 








The largest and most 
important show of 
its kind, this year’s 
National Business Show 
will be of more value 
and will offer more of 
interest to business 
executives than ever 
before. 


Held as usual in the 
New York Coliseum, 
the world’s greatest showcase, it 
will present the products and 
services of hundreds of the most 
progressive companies serving the 
business community. Owners and 
executives ... 150,000 of them... 
will attend. Why? Because, under 
one roof, at one time, they can find 
the answers to many vexing busi- 
ness problems. They will learn of 
the latest in business communica- 
tion techniques, see new repro- 
duction equipment and methods, 
find new ways to improve their 
business management operations. 


Plan now to attend the 1959 
National Business Show. 


COLISEUM 


Columbus Circle, New York, N.Y. 


wih October 19 through 23 


1-10 p.m. daily 
For information, telephone OXford 7-7142 or write 
National Business Show, 530 Fifth Ave., New York 
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CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 







Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 
fronts make them suitable 
even for “front-office” use. 


Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 





Produc-Trol® 


yu-Board 





Put your finger on it FAST... 

with the Wassell TWIN CONTROLS 

You can put your finger on trouble in seconds 
with the Wassell TWINS 


Produc-Trol® will give you delivery dates, parts 
supply, project status. 


Vu-Board will tell you if the machines are loaded 
to meet those dates. 


There’s no digging in files or calling for reports... 
The facts are right in front of you to foresee prob- 
lems in time to solve them. 


For more information or a demonstration of how 
the Produc-Trol — Vu-Board twins can help you 
save time and dollars, write: 


WASSELL 


ORGANIZATION, INC. 
Dept. N-10 * Westport, Connecticut * Est. 1935 
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How to make a business grow! 


(Continued from page 42) 


this demand, and GBC had a hard 
core of 10 salesmen who could sell. 
It was their job to head the new 
branches and train recruits. 

When the Lanes and Uihlein ap- 
peared on the scene at GBC, as 
mentioned earlier, sales were ap- 
proximately $250,000. The com- 
pany’s remarkable sales growth is 
described succinctly by William 
Lane: 

“From the time we took over the 
company, we never had a year in 
which sales did not increase. As a 
matter of fact, we never had a 
month that did not show a favor- 





able comparison with the corre- 
sponding month of the previous 
year. This was true even during the 
1958 recession.” 

Lane has set a definite goal for 
the company—at least one-third 
growth in sales volume every year. 
This year he anticipates another 
new sales record for the company— 
somewhere near $10 million. He 
predicts GBC will show an increase 
of 50% in its 1960 sales. 

The GBC sales organization, un- 
der the direct supervision of Lane 
and his sales vice president, J. M. 





Kuhn, has been objectively studied 
and re-organized since the hectic 
months in 1952 when it was called 
on to replace the entire dealer 
system. 

Kuhn is a veteran of the re- 
organization campaign. Ten years 
ago he was selling plastic to GBC 
as a salesman for Dow Chemical 
Co. Intrigued by the future growth 
prospects of GBC and the aggres- 
sive management of President Lane, 
he joined General Binding in 1950. 

GBC now has 41 domestic branch 
and sales offices in addition to for- 
eign subsidiaries. 





“Since we took over the company, there has never been a month 
in which the company has not grown.” 


In the initial growth years, Lane 
was quick to recognize the fact that 
the best salesmen did not always 
make the best managers. He needed 
rapid expansion of volume during 
the transition from dealerships to 
direct sales by GBC offices, but his 
concept of the kind of branch man- 
ager he needs for the long pull has 
changed. 

Sales incentives. This attitude is 
best reflected by the incentive plan 
that GBC has devised as part of its 
program to attract and retain top- 
flight personnel. Lane felt the com- 
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NO MATTER WHAT BUSINESS FORM is printed on NCR 


(No Carbon Required) Paper, you can be sure of cleaner, clearer seed 
copies in less time than with the old carbon paper method. No Walonal NCR PAPER 
carbon is required, and you can obtain 8 or more copies on any Y oy 
business machine or typewriter. YEARS. 

For free samples, call your local printer or forms supplier and 1958 ELIMINATES 
test amazing NCR (No Carbon Required) Paper yourself. 
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FAST 


ACCURATE 
PRODUCTIVE 








The FIRST Major 
Development in 
Key-Drive Calculators 


IT'S THE All New. 


PLUS-0-MATIC 

















in More Thana 
Generation! 


ADDING CALCULATOR WITH 


THE EXCLUSIVE 


FASTER / because it eliminates thousands of 
tiresome key depressions. 

SIMPLER / because its minimal controls make 
operation easy for everyone. 

MORE ACCIRATE / because multipliers are 
displayed in the MAGIC MULTIPLIER dial. 
MORE PRODUCTIVE / because subtraction y 
and accumulation are automatic. 

No machine adds faster. 

Ask for a demonstration and you'll agree 


it’s “The One Calculator for All Office 
Figure Work.” 


PLUS Computing Machines Division 


CONTROL SYSTEMS, INC. 
5 Beekman Street, New York 38, N. Y. © REctor 2-0045 


Representatives in Principal Cities 
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Free illustrated booklet shows you how TELKEE saves you time 
and money, gives you new convenience. 
Stops time wasted locating lost or borrowed keys 
Eliminates expensive lock replacement and repairs 
Organizes all your keys in one convenient system 
What’s more, TELKEE guarantees maximum security and privacy 
—keeps keys in authorized hands, always. 
TELKEE’s in control, wherever keys are used—in offices, fac- 
tories, stores; in schools, hospitals, housing; in industry, institu- 
tions, transportation, and government. 


FREE: send today 


mon ee ea 


P. O. MOORE, INC., Glen Riddle 46, Pa. 
Please send free TELKEE Booklet 
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SIMPLE | pany’s earlier incentive plans had 
| offered too much reward for ex- 


panding sales with too little em- 
phasis on earnings for the com- 
pany. In his search for a more real- 
istic approach, he believes the com- 
pany now has a program which ties 
the company’s future success to the 
individual manager's future income 
in a mutually happy marriage of 
their respective interests. 

The three-part plan includes a 
base salary schedule, a performance 
share, and a profit share. 

The base salary increases at pre- 
determined sales levels. 

The performance share, calcu- 
lated monthly, is paid on a point 
quota system for sales in three cat- 
egories: 1) machines, which _ in- 
clude punching, binding and lami- 
nating units; 2) plastic bindings; 
3) all other supplies. 

The profit share, calculated quar- 
terly by company accountants, is 
not based on the total earnings of 
the company but only on the earn- 
ings actually made by the individ- 
ual branch. The manager thus pros- 
pers in direct proportion to his own 
ability and initiative. 

This system is a method of rec- 
ognizing and rewarding manage- 
ment ability, and it also serves to 
inform GBC headquarters about 
the quality of managerial perform- 
ance in each of its branches. 

The net result is that the com- 
pany has a group of satisfied man- 
agers who know exactly what the 
future holds for them and that they 
can go as far as ability and deter- 
mination will take them. 

Meanwhile, the company has the 
assurance that each of these indi- 
viduals is vitally concerned with 
the company welfare. If the man- 
ager prospers, so does GBC. 

“This,” says Lane, “places sales 
in their proper perspective, keep- 
ing them closely related to cost con- 

trol and earnings potential.” 

GBC sales presentations always 
emphasize demonstration. Sales- 
men generally make between 100 
and 125 calls a month. 

Centralized organization. The 
entire sales operation is strongly 
centralized under the supervision 


of Vice President Kuhn. Top sales 





management is headquartered at 
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the Northbrook plant. A national 


sales manager and assistant man- 
ager, reporting to Kuhn, maintain order 
constant liaison with branch man- 


agers and assist in the selection of 


new personnel for branch and sales e a 
offices around the country. p ro Cc é 8 Si vv g e 
| 
| 








Decisions on new products and 
future diversification are among the 
management functions performed 
by President Lane. He has three 
basic policies in this area: 1) prod- 
ucts must be carefully screened for 
sales compatibility; 2) near-term 
future diversification should be lim- 
ited to products that can be sold 
successfully by the existing sales 
organization; 3) if later acquisi- 
tions require a new sales force, this 
should fit into the existing struc- 
ture. The new organization, for 
example, would use the existing 
branch and sales offices but oper- 


@ Mail opened and distributed at the 
start of your business day — means 
that orders can be processed more 
promptly, filled, shipped and _ billed 
sooner. A MailOpener saves time for 
many departments. 


@ The MailOpener trims a hairline edge 
off the envelope, neatly, accurately, 
safely, swiftly, leaving the contents 
intact. Handles envelopes of any size, 
weight, or stock. 





@ Invaluable time and work saver in 





any office. Three models, hand or 


PITNEY-BOWES electric. Ask any PB office for a free 


demonstration in your office, without 


~ 
tl 
t mtemntal 
ate independently. M AILOPENER obligation. Or write for free illustrated 
Lane has made one exception to 
= 
= 
w 





. : booklet. 
his basic policy of direct sales. A I a: Inc. ele ted te i dae eer 
ae : 4552 Walnut Street, Stamford, Conn. > oend jor handy desk or walt char 
few y vanere as a GBC purchase -d the . . Originator of the postage meter... of new postal rates, with parcel post 
Rexogr aph Co., manufacturer of offices in 121 cities in U. S. and Canada, map and zone finder. 
duplicating machines. Lane felt the (Circle number 147 for more information) 





duplicating machines frequently | ->otnettirestiide dasa 
diverted his salesmen’s attention | 
from the main GBC products. Con- 
sequently, he inaugurated a dealer |: 
arrangement to handle Rexograph |; : 
sales and believes this plan has |} NO- STAIN : 
worked successfully. The SHARP, ; 

Lane always is in close touch SPIRIT CARBON 
with the entire sales picture. Na 
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Europe.” 
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A professional copying machine for the price of a 


standard typewriter! 


Without question, Bruning’s amazing new Copyflex 105 is the greatest value ever offered in a quality, 
versatile copying machine. Priced at only $295, it offers all the one-writing benefits for which Bruning 
diazo copying machines are famous. It produces sharp, photo-exact copies—up to 11 inches wide by 
any length—for only 1144¢ each for letter size. See for yourself how the “105” can slash clerical time 
and work in your major business. operations, save you in countless ways for general office copying. 
The coupon brings you the evidence. 











Inc. Dept. 10-I 


Charles Brung 
1800 Central Roady Mt. Prospect, Il. 
Offices in Principal U.S. Cities 

In Canada: 103 Church §t., Toronto 1, Ont. 


(] Please send me info tion on your new 
(1) Please arrange for a Bi 


Name 








Diazo Copying at Its Best ' Company 
Address 
City 














go 
eit 
su 
pa 


OCcTO 


got his fingers in some foreign pies, 
either by setting up wholly owned 
subsidiaries or buying into com- 
panies in the same line,” declares 
William Lane, president of Gen- 
eral Binding Corp. 

Lane had decided during GBC’s 
infancy that his company even- 
tually would sell its products 
throughout the world. GBC adver- 
tisements in American magazines 
distributed in Europe had already 
created a demand there as early as 
1950, but General Binding couldn't 
fill the orders it was receiving be- 
cause of import restrictions. 

“Nature and business both abhor 
a vacuum,” says Lane. “There was 
a genuine need for our products, 
and foreign companies began to 
copy them. I felt if we didn't get 
over there soon, they would be 
using our own ideas to compete 
with us here.” 

His first stop was England. His 
reception by trade authorities was 
about as cordial as a foggy Decem- 
ber day when he inquired about 
the ground rules for establishing a 
plant. 


Eventually he discovered he 


“Nature and 
business both 


abhor a vacuum.” 


OCTOBER 1959 


could ship his products into most 
European countries if the products 
had a Swiss certificate of origin. 
This practice implies a general ad- 
miration for the solid Swiss cur- 
rency. But the Swiss certificate of 
origin also requires that at least 
half of the cost of your finished 
product must be established by 
work done in a Swiss plant. Swiss 
transportation costs can be _ in- 
cluded in the figures. 

Meanwhile, Lane had some very 
attractive offers for licensing ar- 
rangements that would net him 50% 
of earnings and relieve him of the 
headaches of establishing subsidi- 
aries in Europe. By this time, how- 
ever, he was convinced from past 
experience that he wanted no part- 
ners with divergent interests. The 
theory of complete control had be- 
come part of his natural business 
reflexes. 

A look at the labor situation in 
Switzerland was encouraging. 


Skilled craftsmen were abundant. 
Wages were a little higher than 
those in Germany and The Nether- 
lands, but Lane felt this factor was 
balanced by lower social security 
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HANDBOOK OF 
Automation, Compu- 


tation and Control 


VOLUME 2: 
COMPUTERS AND DATA PROCESSING 


Edited by E. M. GRABBE, SIMON 
RAMO, and DEAN E. WOOL- 
DRIDGE, Thompson Ramo Wool- 


dridge Inc. 


Of direct use in all areas of computers 
and automation, including management. 
Collects all techniques for design and 
use of digital and analog computers. 
Includes design of business systems; 
applications to accounting, inventory 
control and scheduling, production 
scheduling, science and engineering; 
and materials for management in aiding 
decision making. 


1959. 1093 pages. $17.50 
VOL. 1, Control Fundamentals, $17.00 


VOL. 3, Systems and Components, 
In Press 


Modern 
Organization Theory 


A Symposium of the Foundation for 
Research on Human Behavior. 
Edited by MASON HAIRE, Univer- 
sity of California, Berkeley. 

A distinguished group focuses its 
knowledge of psychology, sociology, 
mathematics, and economics on a prob- 
lem of interest to all—the behavior of 
organizations. Stresses the latest and 
most significant in research and theory. 


1959. 324 pages. $7.75 


The Motivation 
To Work 


SECOND EDITION 


By FREDERICK HERZBERG, 
Western Reserve Univ., BERNARD 
MAUSNER, Univ. of Pittsburgh, 
and BARBARA SNYDERMAN, 
Research Assistant for the book. 


A new and over-all theory of job moti- 
vation, job satisfaction, and job attitudes, 
inspired by a direct study of over 200 
management persons who reported ma- 
jor changes in their feelings toward their 
jobs. A sharp break with writings cover- 
ing only limited areas of industrial 
relations. 


1959. 157 pages. $4.50 
Send now for on-approval copies 


JOHN WILEY & SONS, Inc. 
440 FOURTH AVE., NEW YORK 16, N. Y. 
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...or to anyone with 
item or account 
numbering problems. 
This effective new system 
works perfectly for 
alpha, block or straight 
numerical numbering 
needs. Check digits are 
included. Any clerk 
can assign numbers 
without error or 
computation. VIStronic 
is the latest in a 
distinguished line of 
systems developed by 
V1ISIrecord, whose 
recognized specialty is 
“know-how” in solving 
the recordkeeping 
problems of American 
business and industry. 


Whatever your area of 
interest, whether 
numbering, inventory, 
receivables, maintenance, 
punched cards or tapes, 
or any other where 
speed, control 

and economy are vital, 
VISIrecord can help. 


Just send us the coupon, 
attached to your 
letterhead, for more 
information. 


I would like to know more 
about your systems 


(Please attach 
to your 
letterhead ) 


STON EE ARSE: CS TTT TT 
Z 
= 
= 
_ 
ie] 






MM-5 





_ 375 Park Avenue, New York 22, N.Y. 
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The world’s fastest visible record keeping system | 


.% m&. A. A. A. A. A. A oe SE, 





(Circle number 155 for more information) 


94. 














taxes than those prevailing else- 
where in Europe. 

The Swiss are never involved in 
wars, he reasoned, so an operation 
there should have built-in  stabil- 
ity. Also, Swiss francs are easily 
exchanged into American dollars. 

Lane’s Milwaukee background 
provided him with a reasonable 
command of the German language, 
so he started with an assembly 
plant in the German speaking sec- 
tion of Switzerland in 1955. A 
Swiss tool and die maker, whom 
Lane had found reliable in previ- 
ous dealing with GBC, agreed to 
build the plant and rent it to Gen- 
eral Binding. 

Money for the venture was allo- 
cated by GBC’s Illinois corpora- 


able, GBC established a sales com- 
pany there early in 1958. 

Recruiting of personnel for all 
foreign offices is done on a local 
basis by the office managers, who 
come to the United States periodic- 
ally for briefing on policies, prod- 
ucts and general operations. 

The English sales company, 
meanwhile, worked out so well 
that Lane added a manufacturing 
unit last year. Now the English 
version of GBC has moved into a 
new leased plant in Camberly, 
about 30 minutes from the London 
airport. 

When Lane had time to analyze 
these pilot operations, there was no 
doubt in his mind that he could sell 
binding equipment from North- 





“A sound company structure calls for people of high quality; one man 


can’t run a growing business alone.” 


tion, and the basic management 
was directed by Lane and Dr. H. 
Max Wolfensberger, who had been 
Swiss distributor for GBC. At this 
time Dr. Wolfensberger had one of 
two GBC agencies in Europe. Im- 
port restrictions had kept the com- 
pany out of most European coun- 
tries. 

The Swiss facility is now a com- 
plete manufacturing operation, pro- 
ducing nearly all the GBC prod- 
ucts made in the United States. 

Sales companies in Italy, Hol- 
land and Germany followed. When 
the climate for American business 
in England became more favor- 


brook to Timbuctoo. In_ typical 
Lane fashion, he moved quickly in- 
to other countries. In addition to 
the operations already described, 
GBC now has branch or sales of- 
fices in Belgium, Scotland, Ireland, 
France, Norway, Sweden, Finland, 
Denmark, Egypt, South Africa, 
Venezuela, Peru, Chile, Guatemala, 
Nicaragua, Cuba, Mexico, Costa 
Rica, Puerto Rico, Hawaii, Canada, 
New Zealand, Australia, India, 
Ceylon, Singapore, Turkey, Japan, 
Burma, Formosa, and Africa. 
GBC originally had a dealer ar- 
rangement in Canada. Adhering to 
its usual pattern of action, the com- 
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Let Mr. Roy Type show you how... 
one carbon paper solves three problems 


1. Slipping—eliminated by Roytronic’s non-slip coating For Free Sample, telephone Mr. Roy Type at the loca] 
...now you can make nine or more carbons without slip- Roytype office or send the coupon, with your company 
ing—even in fast acting electric typewriters. letterhead, to his home office. 

2. Curling—eliminated by Roytronic’s new plastic back- 

ing...stays straight and flat regardless of temperature ® carbon papers, ribbons, quality 

or humidity. Work goes faster and no copies are spoiled ROYTYP E supplies for all business machines 


by accidentally curled carbon paper. Products of Royal McBee Corporation, 


3. Smudging— eliminated by Roytronic’s new ink for- World’s Largest Manufacturer of Typewriters. 

mula containing imported Carnauba wax. No more ‘ 

“‘treeing,’’ roller marks or other smudges. SO te te Oni Te es ee ee eet et 
Mr. Roy Type invites you to try the one carbon : _ MAIL THIS COUPON WITH YOUR LETTERHEAD 

paper that eliminates the three common carbon problems ° MR. ROY TYPE, c/o Royal McBee Corporation, 

—ROYTRONIC®. : Department M, Port Chester, New York 


* © Send me FREE samples of new ROYTRONIC Carbon Paper. 


0 Say, what’s this about Roytype Creamee, a hand lotion for 
office use? Please send information about it. 


did you know... 


that Roytype makes over 1,000 different kinds of 
typewriter and tabulator ribbons? To be sure you’re 
using the right one for the kind of work you do, talk 
it over with the Roytype Representative who calls on 
you. He’s studied all office jobs thoroughly. His 


knowledge can be a big help to you. Use it! Mw 
Street Address 
“THE BEST MAN TO DO BUSINESS WITH IS ype . 
THE MAN WHO KNOWS HIS BUSINESS” City Zone. ——— 
(Circle number 178 for more information) 
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... the new, modern system for filing active 
records. With VERTI-FILE you can file 
over twice as much material in the same floor 
area as with a conventional file. 


Each unit of VERTI-FILE provides space 
for 231/, lineal feet of active records... and 
positions them for faster and more efficient 
usage. By comparison, a regular 4 drawer 
file holds 824 lineal feet of records. 


So don’t be cramped... get VERTI-FILE! 
Call your local DeLuxe dealer or write direct. 








| |= |T./T |S || mera propucts comMPANY 
A DIVISION OF Koy V METAL MANUFACTURING CO. 
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DELUXE METAL PRODUCTS CO., Warren 17, Pa. 














pany had purchased the business 
of the Canadian dealer in 1954 and 
made him president of the GBC 
subsidiary, with principal branches 
in Toronto, Montreal and Van- 
couver. The Canadian company is 
keeping pace with the growth of 
the U. S. business. 

Assessing the growth potential of 
his other foreign operations, Lane 
believes they have the same long 
range possibilities as the domestic 
corporation. He has plans for ex- 
pansion into Argentina and Brazil, 
and probably will establish another 
manufacturing facility in the Far 
East, possibly in Japan or Hong 
Kong. 

Patent problems. Lane says one 
of the principal hazards he en- 
counters in his kind of business is 
patent infringement both here and 
abroad. He recalls that the most 
harrassing period of his business 
career occurred when he had to 
wage a patent fight against another 
company at the same time he was 
building the Northbrook plant and 
planning foreign operations. 

GBC emerged the winner. As a 
result of this experience, Lane re- 
alized the company should be pre- 
pared to defend its patents vigor- 
ously around the world. He already 
has had occasion to do this in Italy, 
Sweden and Germany. GBC now 
has a fund specially allocated for 
filing new patents in all the coun- 
tries of the free world. 

Head hunting. Lane looks to the 
future, he realizes the company is 
growing beyond the scope of his 
personal management. Conse- 
quently, he now devotes a good 
share of his time to “head hunting.” 
All that he has planned and ac- 
complished so far is a springboard 
for even greater things ahead, and 
he is keenly aware of the need to 
develop scientific management for 
the future. 

“A sound corporate structure, de- 
signed for future growth and diver- 
sification, can be created only with 
people of really high quality in the 
key positions. We long ago reached 
a stage where I could not supervise 
all phases of the business, and I 
have been devoting more and more 
time to creating a management 
team,” Lane says. 

; (Turn page) 


MANAGEMENT METHODS 











OcTO! 





ROYAL 








This one low-cost, 


easy-to-use machine 


...at the heart of Automatic Keysort 


Data Processing 


What you see here is the Keysort Tabulating Punch — the only complete 
punched-card processing machine in the business world. It is the only ma- 
chine you require to automatically tabulate vital figure-facts on every phase 
of operation for fast, accurate management reports. No special training is 
required for operation, and the machine imposes no restrictions on present 
accounting procedures. Rental is less than $100 a month. Your nearby 
Royal McBee Data Processing Representative will be happy to arrange a 
demonstration. For complete information, call him or write Royal McBee 
Corporation, Data Processing Division, Port Chester, N.Y. for brochure G-39. 


ROYAL MCB EE . data processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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Beats 
even 
an abacus 
for 
low cost 
5 og Ub ob & 0 Fe 
the 
10-key 


STahoiotolg—lo a 
listing— 


adding pee RK eseb bok — 


q omptometer 


orporation TO BETTER BUSINESS 


BETTER PROOVUCTS... 


1712 N. Paulina Street, Chicago 22, Illinois 


Gentlemen, We don’t use the abacus in our office. I’m more inter- 
ested in how your machine compares with other 10-key 
listing machines. 

Is it true that the Comptograph costs less —yet adds, 
subtracts and multiplies up to 30% faster. . . with 
single-register, double-register, and wide carriage mod- 
els to fit all needs? If so, send the information to: 








Address 
City Zone EE EE ee 
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In accordance with this plan, 
much of the management authority 
in particular areas of the business 
already has been assumed by vice 
presidents heading the finance and 
sales divisions—N. J. Litherland in 
finance and Kuhn in sales. Increas- 
ing responsibility in the evolution 
of GBC management also is as- 
signed to directors of engineering, 
industrial relations, manufacturing, 
and purchasing departments. 

Lane says his talent hunt has ac- 
quired a topflight plant manager 
for GBC as well as excellent re- 
search and development engineers 
and a new advertising manager. 

Currently he is looking for ex- 
port managers to head the GBC 
operations in Europe, Latin and 
South America, and the Far East. 
The quest for good research and 
development people and for out- 
standing sales personnel never 
ends, Lane says. 


PROFILE OF A NEW KIND 
OF MANAGER 


When William N. Lane began to 
reshape the destiny of General 
Binding Corp. 12 years ago, the 
company had about 20 employees, 
very little business and an uncer- 
tain future. 

Starting with total capital of less 
than $100,000, Lane has lifted the 
company from obscurity to the 
number one position in the indus- 
try. GBC has about 20 competitors 
in all areas of its operations, in- 
cluding punching and binding ma- 
chines, plastic and metal bindings, 
and related supplies. 

Today the company employs 
about 850 people and occupies 86,- 
000 square feet of space in its 
Northbrook manufacturing plant. 
It has 35,000 square feet of manu- 
facturing space in its foreign sub- 
sidiaries. There are now 41 domes- 
tic and 25 foreign branch and sales 
subsidiaries. 

Lane achieved this remarkable 
growth at General Binding through 
imaginative application of tested 
methods of management that he 
had seen work in other companies. 
Other managers, he says, can do as 
well in their companies by using 
the same formulas, adapted to their 
particular needs. & 
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What does the president read? 


Says Daniel Woodhead, Jr.: “Haperience shows that Management Methods 
is useful because its articles give specific, easy-to-read answers to specific 
management problems. Problems crop up in every company. We can 
often find the solutions to ours in Management Methods—and the solutions 
represent the experience of an expert in the field. We keep every issue 
im our company library.” 

Daniel Woodhead, Jr. is president of the Daniel Woodhead Co., manufacturers of 
electrical specialties, Chicago, II]. 

125 employees Two plants Sales fiscal 1958: $2,000,000 
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How to plan for a computer Computer systems experts say 

(Continued from page 56) that it is wise to double the size of 
any new computer area beyond 

function properly. This could result | your needs of the moment. 

in an expensive breakdown. Or it An eastern department store ne- 

might mean that an entire program glected this recommendation. 

must be re-run. Five years after it installed a 


computer, the firm decided to ex- 


Provide for expansion 
pand the system. 


Even if you have carefully con- To install more machinery, eight 
sidered the ceiling height, the floor walls had to be knocked down. A 
strength, and the air-conditioning new floor with the necessary wiring 
requirements and found that the was laid. A ceiling with the vital 
space you're considering is approp- air-conditioning ducts was hung. 
riate on all three counts, dont for- What's more, the store’s man- 
get about growth. agement had not provided for 





..we just finished a 52 hour 
collating job in 7% hours.” 


Collating duplicated sheets into sets has been a 
tiresome, time wasting task in our office for 

as long as I can remember. 

Now with our new Thomas Collator—what a 
difference! One girl, one collator, one hour... 
in what used to take all day and... no mad 
scramble to meet last minute deadlines. 

Why not write the people at Thomas for complete 
information—or a free demonstration? If you’re 
like my boss and me... you’ll be glad you did. 


Thomas Collators Inc. 
100 Church St., Dept. D, N. Y., N. Y. ets. 
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continued data processing while 
expansion took place. The comput- 
er had to be moved while construc- 
tion went on. That meant the work 
had to be “farmed out” to other 
computer systems. 

“Farming out” cost: between $350 
and $450 an hour for 2,000 hours— 
or an expenditure of between $700,- 
000 and $900,000. 

Another complication arose be- 
cause the borrowed machines were 
not properly programmed to process 
the information as it came in. That 
meant delay and inconvenience. 

The department store’s manage- 
ment made a common mistake. It 
studied carefully the time and 
money saving advantages of a com- 
puter system—but it failed to con- 
sider equally the possibility of 
expansion. 

Here are reasons why many firms 
expand their computer systems. 
® Workloads grow heavier and de- 
mand more equipment. 
® Additional jobs —inventory 
checks, personnel records, sales 
data, etc.—are assigned to the com- 
puter system. 

@ New equipment is added to im- 
prove data processing. 

Space set aside for the future can 
be used profitably up until the time 
you need to expand your computer 
system. With movable partitions, 
you can set up temporary offices or 
storage space. 

When the space is needed for 
more computing equipment, mov- 
ing partitions, furniture and person- 
nel is simpler and less costly than 
reinforcing floors, installing special 
air-conditioning equipment, or 
building an entirely new home for 
the computer. ® 
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Francis K. Green has had 38 years of 
experience as a professional engineer. 
He holds civil engineering degrees 
from both the Virginia Military Insti- 
tute and Cornell University. During 
World War II, he served with the 
U. S. Navy’s Bureau of Ships. For the 
past 10 years, he has been director of 
design for Air Research Associates, 
consulting engineers, New York City. 
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are So hasy 
to make 
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on fluid duplicator masters with 


\Y/2i4'/ correction tape 


FAST, NEAT, CLEAN? NO SOILED HANDS 


Correcting fluid duplicator masters is a breeze with 
Avery adhesive Correction Tape. There's no scraping, 
erasing or smearing. Save useless trips to the wash- 
room — no smudged hands or dirty fingernails — no 
wasted time. Just press on, then type on! It’s easy 
to use — fast and clean! 


Available in rolls ready to use in 1/6”, 2/6” and 5/6” 
widths in handy Kum-Kleen dispenser. 


1. PRESS ON reverse side of 2. TYPE CORRECTION with light 
master over error. No moist- touch, using same carbon. 
ening .. . just LAY IT ON Master stays in typewriter 
with a finger touch. . . «NO realigning. 





The boss will like it too... for it saves 
him time and money. 

Ask for Avery Correction Tape today — 
at your dealer, or from your regular office 
supply salesman — you’ ll like it! 


AVERY LABEL COMPANY, Div. 150 


117 Liberty St., New York 6 e 608 So. Dearborn St., 
Chicago 5 © 1616 So. California Ave., Monrovia, California 
Avery Adhesive Label Corp. (Canada) Ltd., 207 Queen’s 
Quay, Toronto 1 © Offices in Other Principal Cities 


Please send samples of Avery adhesive Correction Tape 


my name 





company 





address 





city state 
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Port of 
JACKSONVILLE, Florida 


Offers You the Facilities of an 
INTERNATIONAL TRADE MAR 


Jacksonville’s booming port, served by 69 steamship 
sailing to 100 world ports, provides an International 
Mart with complete import and export services. 

The Trade Mart, located in the heart of Jackso: 
is a center for consular services, foreign freight forwa 
finance and banking, customhouse_ brokers, stea 
agencies, trade exhibits, research and conference fac 
a technical library and multi-lingulal secretarial hel] 

The Mart can show you the outstanding advanta 
the Port of Jacksonville as a base to or from all world 

JACKSONVILLE, with a 34-foot channel to th 
has complete port facilities including ample do 
warehouse and storage accommodations, shipbuildin 
repair, modern cargo handling equipment and rail, 
barge and air services. 

For details about port facilities and Jacksonville’s 
industrial and commercial advantages write toda 
“The Jacksonville Story,” a condensed, factual rep: 
for a confidential survey tailored to your needs. 


Ideal Every Day For Work and Play 
The City of Jacksonville, Florida 
Electric and Water Utilities 
The Committee of One Hundred 


Jacksonville Area Chamber of Commer: 
604-M Hogan Street Telephone: Elgin 3- 
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199 
211 
223 
235 
247 
259 
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104 
116 
128 
140 
152 
164 
176 
188 
200 
212 
224 
236 
248 
260 


PLEASE PRINT 


105 
Ly 
129 
141 
153 
165 
177 
189 
201 
213 
225 
237 
249 
261 


106 
118 
130 
142 
154 
166 
178 
190 
202 
214 
226 
238 
250 
262 


107 
119 
131 
143 
155 
167 
179 
191 
203 
215 
227 
239 
251 
263 


108 
120 
132 
144 
156 
168 
180 
192 
204 
216 
228 
240 
252 
264 


109 
121 
133 
145 
157 
169 
181 
193 
205 
217 
229 
241 
253 
265 


110 
122 
134 
146 
158 
170 
182 
194 
206 
218 
230 
242 
254 
266 


WI 
123 
135 
147 
159 
171 
183 
195 
207 
219 
231 
243 
255 
267 
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Number of employees in your firm .... 


Type of business 


This card expires December 31, 1959 





|_| Send Management Methods for one year at $5.00 


| Bill me 


[| Bill company 
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AN EFFICIENCY FACT 


Space organiza 
with HAUSERWN 
makes the beat 
practical, too 





MOVABLE #H 














Bs ia 
(rele tetCe’- cee 


Y FACTOR 
Upkeep dollars saved are profit dollars earned 
when your office is equipped with Movable 
HAUSERMAN Walls. The original beauty of your office 
is maintained without the constantly recurring cost of 
expensive repainting. Periodic soap-and-water 
washing keeps the baked-enamel finish looking like new. 

anization You save again when it becomes necessary to change 
electrical wiring and telephone lines. Wires and 


E R Mi A N Walls lines are easy to get at, and there are no costly 


interruptions of your office routine. The job is finished 


beautiful in minutes — really finished with no need for 
repainting or patching plaster. 
te) You'll receive other day-to-day benefits from 


Minimum-maintenance HAUSERMAN Walls, too. For 
instance, when large office equipment or furniture must 
be moved, it’s a simple matter to take out an entire 
wall section. It replaces easily, restores the original 
fine appearance without additional repair work. 

Ask your nearby HAUSERMAN representative about 
minimum maintenance and the other HAUSERMAN 
efficiency factors... movability unlimited and business 
environment. Look in the Yellow Pages under “Partitions.” 
Or write to: 


THE E. F. HAUSERMAN COMPANY 


7342 Grant Avenue, Cleveland 5, Ohio 
Hauserman of Canada Ltd., Maliard Rd., Toronto, Ontario 





-=E HAUSERMAR INTERIOR WALLS 
G WLW... youl fuk CO Geral CHE A fae wad. 


(Circle number 133 for more information) 





LOOK. -. what TECHNIPLAN can do for you 





FOR THE EXECUTIVE—Handsome Tech- 
niplan arrangement. Note the spacious 
uncluttered desk top area. Only a quar- 
ter-turn brings all working tools on 
auxiliary top within easy reach. 


Pris 


FOR THE SECRETARY — Semi- private 
““efficiency-engineered'’ office. Techni- 
plan partitions have provisions for con- 
cealed wiring for electric typewriter, 
dictating machine, etc. 





FOR THE DEPARTMENT HEAD—Techni- 
plan metal partitions curb distraction, 
let him ‘‘get the job done.’’ Techniplan 
partitions with open or closed bases 
available in four heights, three top 
panel styles. 





and for your organization 


Globe-Wernicke Techniplan metal modular equipment will instantly transform your 
office into an integrated, completely functional, working environment. The universal 
components of Techniplan desks and credenzas can be assembled in an unlimited 
number of space-saving, custom arrangements to suit every person, every job. Sturdy 
free-standing Techniplan metal partitions provide the all important privacy conducive 
to high work out-put. They can be installed overnight with ordinary tools, without 
alteration of your present. air conditioning, heating, lighting or other existing facilities. 
In addition, they can be easily moved to allow for expansion or re-arrangement. 
Discover for yourself what the many exclusive features of Techniplan can do for 
you and your organization, in saving costly floor space, in creating greater employee 
comfort and morale, and in achieving substantial savings through increased efficiency 
and work out-put. New free Techniplan brochure in full color show- — 
ing many arrangements, office lay-out ideas and color schemes is 
available now from your Globe-Wernicke dealer*, or write us 
direct, Dept. F-10 *Listed in Yellow Pages under ‘‘Office Furniture’ |_: 








TECHNIPLAN® 





Globe-Wernicke makes 


WeERN — 


business a pleasure ®) 





THE GLOBE-WERNICKE CoO. 
CINCINNATI 12, OHIO 


Circle number 130 for more information) 























